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Rough Proofs 


“Yale seeks small town outlets 
ys result of survey,” says a head- 
line in AA. 

Sons of Old Eli should note that 
the reference is to Stamford and 
not New Haven. 


Congress Gets 


Census Studies 
Called ‘Last Chance’ | 


7, ¥ 


for Postwar Data; 
Has Truman Okay 


Gladys the beautiful receptionist 
says she knew the distillers had 
been having trouble getting corn, 
but she’s surprised to see they’ve 


WASHINGTON—The drive for up- 
started to advertise Cobbs whisky. 


to-date information about con- | 
sumer goods and industrial mar- | 
kets was touched off here last, 
week with the introduction in | 


» ¥ F 


“Because we are advertisers, we 
feel an added responsibility to do 
ithe right rather than the expedient 
thing,” says Richman Brothers’ ad 
manager. 

The modern noblesse oblige. 


authorizing full censuses of manu- | 
factures and business early next 
year, to cover 1947. 

The bill (HR 1821 and S 554) 
was offered by Rep. Harold C. 
|Hagen (R., Minn.) and Sen. Al- 

Mulcahy and Ginsberg offer star | bert Hawkes (R., N. J.). It was 
tie-up deals, for a consideration, | referred to the civil service and 
of course. | post office committee of each house 

How much would it cost to tie| for study and public hearing. 
up Martha Vickers? | Date of the hearings rests with 
| Rep. Edward H. Rees (R., Kan.) 
/and Sen. William Langer (R., 

A recent radio party at “21” | N. D.), the committee chairmen. | 
was publicized with a picture of | Presumably, the matter will go, 
a lovely lady in her underwear | to subcommittees, since the full 
for background. How do these big | 8roup must handle the post office 
execs keep their minds on their deficit and government employ- 
business? ment problems. . 


i» 
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Termed ‘Last Chance’ 


A “3l-yr. old univ. grad. with’) This spring’s legislative drive is 
varied adv. and sales exp. seeks the “last chance” for those who 
grtr. oppty.,” says the classified| feel that an immediate study of 
ad. the postwar economy is essential. 

If he could sell his ideas to pub- | Rebuffed repeatedly since it first 
lishers, the typographical union suggested postwar studies back in 
could go jump in the lake. | 1944, Census Bureau will abandon 
the plan if Tongress rejects the 
proposed bills. 

Vox populi est vox dei, and even; To chart the vast changes that 
the venerable Saturday Evening| have occurred since full censuses | 
Post has established a department) were made in 1940, Census Bureau 
of letters from its readers. |had proposed “benchmark” studies 
/as soon as the end of the war 
{came within sight. 
| Once, business groups refused | 


Bertha Olson bewails, in verse, | 
the ills that follow the activity of | to go along on a simple census of | 


. Ve © 
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the small fry in filling out and/ business. Repeatedly the project | 
mailing in coupons. was. killed on _ parliamentary 
One man’s poison is another) points. Last spring it bogged 
man’s box tops. down in a floor fight over the 

v,wey political ambitions of Henry Wal- 


d lace, then Secretary of Commerce. 
Railway Age points out that its 


subscribers buy 70,000 items, 
ranging from toothpicks to tele- 
phone poles. Are the toothpicks 
for short order station 


Urges Five-Year Studies 


The present bill has Republican | 
sponsorship and strong adminis- 
lunch | tration endorsement. Both censuses | 


Bill to Launch 


both houses of Congress of a bill} | 


| vited to make solicitations. 


in 2 minutes with 
MINUTE POTATOES 


Corp., New York, is testing Minute Po- 
tatoes with newspaper copy, spot radio 
and dealer helps in Cleveland, Seattle 
and Tacoma. A two-cent sale is used 
as an introductory offer. The precooked, 
dehydrated product will sell at a 15- 
cent top. Young & Rubicam is the 
agency. 


Petroleum Group 


Poised for New 


Educational Drive 


NEw YorK—The petroleum in- 
dustry, through the American Pe- 
troleum Institute, was almost 
ready this week to launch its long- 


|; awaited public relations drive. 


Since the industry decided—on 
the basis of a Claude Robinson 
survey—to spend $1,000,000 in a 


| public relations campaign through 
|the Fred Eldean Organization last 


fall (AA, Nov. 18), the drive has 


| progressed through organizational 


stages. 


This week, representatives of the | 
industry were hearing presenta- | 


tions from advertising agencies. 
Nearly a dozen agencies were in- 
The 
agency getting the nod will be 
working from an appropriation of 
(Continued on Page 66) 


$18,000,000 


Packers to Spend Over 


on ‘47 Ads 


Mutual's 400th 
Station to Signal 
No. 3 Billing Bid 


Network Sees Power 
Boosts, Low Rates 
Augmenting Position 


| New York—Mutual Broadcast- 
ing System’s self-proclaimed posi- 
tion as “the world’s largest net- 
work” is shortly to take on a 
significance the other networks 
will find harder to dismiss than 
in the past, judging from some 
chesty pronouncements emanat- 
ing from MBS headquarters. 

The network is preparing for 
an unprecedented drum-beating 
early this summer when its 400th 
affiliate, a brand new station in 
Atlantic City, goes on the air. 
| With 400 outlets, and a number 
of these stations operating on in- 
creased power, Mutual will offer 
competitors a real run for adver- 

tisers’ money, MBS spokesmen 
| believe. 
| Station No. 400 will signal a 
| long-planned bid for 
| in 
| ture. 

In evidence of what Mutual is 
building up to, Edgar Kobak, 
president, proclaimed these de- 
velopments: 

Sixty-five stations added in the 
last six months of 1946; 12 added 
since Jan. 1; 22 more signed to 
join in the next three months. 


Six Step Up Power 


Six stations increased power 
in the second half of 1946; 18 more 


have permits to increase power, | 


11 of them to 5,000 watts; 48 have 
(Continued on Page 65) 


Last Minute News Flashes 
Pacific Coast Agency Ends Service March 31 


San FrRANcisco—Richard E. Goebel, president, announced that Pa- 
cific Coast Advertising Company, with offices here and in Hollywood, 


will discontinue business March 


31. Effective March 1, J. Walter 


No. 3 billing) 
the network advertising pic-| will drop somewhat, and packers’ 
|revenues may suffer along with 


counters or those swanky chrome-| were recommended in the Presi- | 


and-aluminum dining cars? 
> = 


Winter tourists who like to read 
Stories of northern blizzards in the 
local _gazettes would have been 
interested if not pleased with the 
‘ront-page yarns about the Florida 
reeze which appeared above the 
Mason and Dixon line. 


, + F 


lt Walter Winchell had his way, 
Uncle Remus and Mrs. Nussbaum 
Would be rendered without dialect. 
And probably without laughs. 
~~ = 


Judging from the Newspaper 
Guild’s indignant comments on 
Stern’s sale of his news- 
bapers, it may become as hard to 
get out of the publishing business 
a to stay in it. 


ave 


Copy Cus. 


'dent’s budget message. 


Like last year’s proposal, the 


| bill proposes for censuses of man- | 


(Continued on Page 68) 


Piecemeal 


announcements miff 
agency. See Page 55. 
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Thompson Company will take over the accounts of Langendorf United 
Bakeries, Inc., Old Homestead Bakery and California Baking Com- 
pany. No announcement was made as to what agencies will handle 
other accounts. 


Kellogg Extends Corn-Soya Shreds Copy 

BATTLE CREEK, Micu.—Kellogg Company has extended a campaign 
for Kellogg’s Corn-Soya Shreds, introduced last year in California, 
to Florida, where 1,000-line insertions in several cities are plugging 
the product. Texas markets and Seattle will be added soon. N. W. 
Ayer & Son, which has the new products division, is handling the 
campaign. Kenyon & Eckhardt has the remainder of the account. 


Whitehall Pharmacal Runs Test for Sprint 

New YorK—Whitehall Pharmacal Company, division of American 
Home Products Corporation, is testing a new athlete’s foot remedy, 
Sprint, in newspapers of St. Petersburg, Fla., and two other undis- 
closed markets. Ruthrauff & Ryan is the agency. 


Perfect Circle to Air 500-Mile Race 
HaGersTowN, Inp.—The Perfect Circle Company, maker of Perfect 
Circle piston rings, will sponsor four broadcast periods over the entire 
Mutual network May 30 to cover the Indianapolis 500-mile auto speed 
classic. Henri, Hurst & McDonald, Chicago, is the agency. 
(Additional News Flashes on Page 71) 


Swift Budget Hits 
$8,000,000; AMI 
to Promote Steak 


| CHicaGgo—While it won’t appear 
|on available records, Swift & Co. 
advertising currently is running at 
| more than $8,000,000 a year and 
|accounts for nearly half the ad 
|}expenditures of all meat packing 
| companies. 

| The packers last year spent be- 
tween $18,000,000 and $20,000,000 
to promote their meats, dog foods, 
soaps and cleansers, margarine, 
poultry and dairy products, chem- 
icals, fertilizers and other prod- 
ucts, a survey by AA shows. 

While none of the big packers 
will reveal recent and projected 
budgets or new products, AA has 
| learned that several of the large 
companies will introduce new 
| products this year. 

Last year the four major pack- 
ers—Swift, Armour & Co., Wilson 
& Co. and Cudahy Packing Com- 
pany—and American Meat Insti- 
tute spent more than $12,000,000 
in newspapers, radio, magazines 
and farm papers. In addition, the 
|large packers spent nearly $5,- 
000,000 more in dealer aids, direct 
mail and other media. 


Will Advertise Steak 
Although food prices this year 


| those of other food producers, the 
| packers’ advertising will increase. 
| One reason will be the increased 
| cost of space, time and production. 
| More compelling will be the added 
effort by each segment of the food 
|industry to increase its market 
|share of the inelastic “40-ounce 
stomach,” as V. E. Schaagerle, 
advertising manager of the AMI, 
| puts it. 
One 


| 


indication, possibly, that 
competition is stronger this year 
|is that the institute shortly will 
| break all precedent by featuring 
|steaks in its magazine and radio 
' campaign. 

Swift’s advertising in the major 
“media last year totaled about 
$6,000,000, about a million more 
than in 1945 and twice what it 
spent in 1944. Last year it spent 
$1,725,000 for time it uses on 
ABC’s “Breakfast Club” five days 
weekly. The radio time cost will 


‘total about $2,000,000 this year, 


because Swift only last summer 
increased its sponsorship of the 
“Breakfast Club” from a quarter 
hour to a half hour. It spent $1,- 
500,000 in radio in 1945. 


More in Magazines 


Swift spent $2,900,000 in na- 
tional magazines last year, an in- 
crease of more than half a million 
over °45; spent about $275,000 in 
farm papers, and about $1,000,000 
in newspapers. More than $100,- 
000 of the newspaper expenditure 
went to introduce the strained and 
diced baby and junior meats. An- 
other large sum was for gradual 
introduction nationally of Swift's 
|cleanser. Swift has other new 
products planned. 

J. Walter Thompson Company 
l'handles the Swift meat and fer- 
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tilizer accounts; McCann-Erickson;penditure is for Old Dutch) first brought out, in a Joliet, Ill, 


handles the Brookfield and dairy | 
products advertising, and Need-| 
ham, Louis & Brorby handles the 
cleanser account. 

Second largest budget in the 
packing field is that of Armour, 
which spent in excess of $3,000,- 
000. 

Armour spent about $200,000 for 
the “Hedda Hopper’s Hollywood” 
show on ABC last year, dropping 
the show in mid-year. It spent 
well over $1,000,000 in magazines 
for its fresh meats, Treet canned 
meat and Vitalox gravy mix. In 
’45 it spent about $1,000,000 in 
magazines and radio together. The 
newspaper budget last year was 
probably over $500,000 again. Ar- 
mour will probably introduce new 
products this year. Foote, Cone & 
Belding is the agency. 


Old Dutch Budget Same 


The Cudahy and Wilson budg- 
ets are considerably smaller than 
those of Armour and Swift, as are 


their sales. Most of the approxi- 
mate $2,000,000 Cudahy ad ex- 


cleanser. The Old Dutch program | 
changed substantially last year. 
By dropping the five-times, quar- 
ter-hour “Tena and Tim” serial 
on about 50 NBC outlets in the 
summer and taking up the half- 
hour Sunday “Nick Carter” show 
on 200 Mutual stations, Cudahy 
decreased its radio time cost. 

The company spent $600,000 in 
radio last year, against more than 
$900,000 in °45. Its Old Dutch 
budget stayed the same, however, 
because the magazine budget 
jumped from $270,000 to $350,000 
and Cudahy increased its color 
ads in Sunday newspapers from 
$300,000 to perhaps $500,000. 

Cudahy also increased news- 
paper advertising for Delrich mar- 
garine, and this year will boost 
the budget further following in- 
troduction of its new package to 


other markets. 


Adds Several Markets 


Delrich was introduced in 1943 | 
and has never had national dis- | Four” is Wilson’s, which amounted 
Cudahy |last year to about $600,000. in 


tribution. Last year 


test, a new Delrich E-Z Color Pak. | 
This package has a _ transparent 
plastic wrapper within.which a 
vegetable color capsule is placed. | 
The capsule breaks under slight | 
pressure and the pound of mar-| 
garine can be kneaded quickly to 
color the margarine. The package 
“gets around” the federal statutes 
which otherwise prevent tax-free 
sales of colored margarine. 

The product has been introduced 
in Florida, Kansas and Denver 
and will be distributed in other 
markets this spring. 

Cudahy spends comparatively 
little to advertise its fresh meats. 
It uses only a few regional maga- 
zines for other products like Puri- 
tan deviled ham and Tang. The 
company advertises meats exten- 
sively in newspapers, however, 
and relies on the AMI for the 
magazine audience coverage. 
Grant Advertising is agency for 
Cudahy. 

Smallest budget of the “Big 
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“That’s What He Always Wears After a Trip to the lowa Territory” 


‘It's no news to salesmen that Iowa is rolling in 
cash and itching to spend. But many an advertiser 
learns to his surprise that 67% of this supermarket 
is covered by one newspaper—the Des Moines 
Sunday Register! It’s simple—it’s smart—to con- 
sider the whole of Iowa as a single city—ranking 
among the country’s top 20—and packaged for 
you by the Sunday Register at the low milline 
rate of $1.68. 


ABC Circulation September 30, 1946: 


THE DES MOINES 
REGISTER anv TRIBUNE 


9p 
PACKAGES A STATEWIDE URBAN MARKET | 
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|assistant to the president. Tom 
| Emerson, vice-president in charge 
|of sales, has been named vice-| 


Daily 362,682—Sunday 475,461 


RANKING AMONG AMERICA'S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


Magazines and newspapers. The, 
company does not use farm papers 
or radio. Little of the budget last 
year was for Wilson fresh meats. | 
The company spent less. than| 
$300,000 in magazines last year. 
More than half was for Mor) 
canned meats, the advertising of, 
which will increase this year. 

American Meat Institute’s ad- 
vertising and _ public relations| 
budget currently is $2,500,000 a) 
year. Of this, $2,000,000 is for 
advertising, most of it divided 
evenly between magazines and | 
radio. AMI sponsors the “Fred 
Waring Program” Tuesday and 
Thursday mornings on 150 NBC 
stations. It also advertises ex- 
tensively in newspapers, particu- 
larly in plant cities of its 600 
member packers. AMI advertising 
covers only the packers’ meats 
and lards. 

The institute will continue its 
magazine series showing meat cuts 
against red bleed backgrounds. The 
program is based on AMI’s con- 
tinuing research into public opin- 
ion about the health properties of 
meat, the long-term trend in meat 
consumption in various categories, 
etc. Elmo Roper is retained for 
opinion sampling. 

The institute seeks primarily to) 
increase the amount of money 
spent for fresh meat as against 
cheese, macaroni and other foods. 
About five cents of consumer in- 
come, in all but the highest 
income brackets, currently is spent 
for food meat. 

Leo Burnett Company handles 
consumer copy for the AMI while 
L. G. Maison & Co. is in charge 


|of advertising to the medical and | 


other professional fields. 


ATA Starts New 
Platter Series 


on 300 Stations 


WasHINGTON— More than 300 
radio stations will begin using a 
daily five-minute transcribed fea- 
ture Feb. 17 as part of the “coast- 
to-coast public relations” program 
of the Air Transport Association. 


Featuring John W. Vandercook | 


with “Air Age News,” the pro- 
grams ordinarily contain no men- 
tion of ATA or its members, but 
are to be sponsored locally under 
arrangements which the stations 
nake. 

Programs are produced by 


Woods & Riblet, New York, and. 


are offered free to one station in 
each market, with ATA “under- 
writing” production costs. 

During the series, now set for 
26 weeks, with renewal options, 


Mr. Vandercook will be traveling | 


“to enrich this new program.” 

The decision to underwrite the 
program was made by the Air 
Transport Association’s advertising 
committee at a meeting in New 
York recently. It was announced 
by John W. Thompson, ATA di- 
rector of information. 

Mr. Thompson indicated that the | 
program will be offered to addi-| 
tional stations, until “the largest | 
network in the history of radio” | 
has been built. Stations will be) 
free to cancel the series, after | 
proper notice. 


Eversharp Shifts 3 


Larry Robbins, formerly senior 
vice-president and sales manager 
of Eversharp, Inc., Chicago, has | 
been appointed executive vice- 
president, succeeding C. L. Fred- 
erick, who has been named special 


president and general sales man- 
ager. 
| 


Names Critchfield 


Aznoes-Woodward Medical Per- | 
sonnel Bureau has placed its ad-| 
vertising with Critchfield & Co.,| 
Chicago. National medical and 
nursing journals will be used. | 


| 
| 
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DEALER AlD—One unit of a series of 
dealer helps is this point-of-sale display 
in color for National Die Casting Co; 
Juice King home juicer. O'Grady. 
Andersen, Chicago, is the agency, 


Dept. Store Sales" 
Hit $9.9 Billion 


New YorK—Fairchild Publica- 
tions last week estimated 1546 
department store sales in the 
United States at $9.9 billion, an 


| increase of 32.6% over 1945. The 


sales in 1939 (the year of the last 
Census of Business) were $3.9 
billion, and sales in 1945 were esti- 
mated at $7.5 billion. 

Fairchild’s estimates are based 
on reports collected by the 12 
district banks of the Federal Re- 
serve System, and the publishing 
company analyzed the sales of 
three principal sales volume 
groups. 

This analysis showed: (1) a 
steady trend to larger stores—in 
1939, over-a-million-volume stores 
accounted for 72.9% of total sales, 
‘while in 1946 this group made 
89.1% of total sales; (2) the 
'middle group declined somewhat 
| —in 1939 stores of $500,000-$1,- 
/ 000,000 volume did 9.7% of the 
| total, and in 1946, 6%; (3) smaller 
| department stores fell off sharply 
—from 17.4% in 1939 to 4.9% in 
| 1946. 
| This trend, Fairchild believes, is 
caused by upward migration of 
small and middle-class depart- 
ment stores. 


Lieb Rejoins BBDO 

Joseph C. Lieb has _ rejoined 
Batten, Barton, Durstine & Os- 
born as an account executive in 
the New York office. Prior to 
1940 he was with the agency’s 
Chicago office for five years, fol- 
lowing which he joined the Hearst 
organization as a representative of 
Good Housekeeping in the Mid- 
|west. During the war Mr. Lieb 
served more than three years with 
Army Public Relations in Wash- 
ington. 


CED Names McPherrin 


* The Committee for Economic 
Development has appointed John 
| W. McPherrin, editor of American 
|Druggist, as vice-chairman of the 
national information committee, 
of which Walter Fuller, president 
of the Curtis Publishing Company, 
is chairman. Mr. McPherrin was 
appointed a member of the CED 
business press committee when 1 
was formed in 1944 and in the 
following year was made a mem- 
ber of its national information 
committee. 


Prints Display Guide 


Sherman Paper Products Cor- 
poration, Newton Upper Fal S, 
Mass., has published a new “Dis 


|play Guide for Spring and Su 


mer,” illustrating various mate- 
rials for use in window and other 
displays. 


Chapple Promoted 


Bennett S. Chapple Jr., ore 
viously on the staff of the saies 
vice-president, United States Stee! 
Corporation, has been appointe 
assistant sales vice-president of 
U. S. Steel in Pittsburgh. 
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Wabasse 


—one of a series to show how advertiser and agency 
executives are increasing their sales and profits through 


the use of sound radio research. 


“The Astounding Case of the Uncounted Audience” 


or, ‘‘Who hung it on Kelly?” 


This is about a guy named Kelly.* He was, and is, a 
swell chunk of radio talent. Kelly worked long and 
hard to build his five-a-week daytime show on the 


| 
0 
678,00 y 


local station where he rose to fame. Then a network 


found Kelly and sold him to an agency; and the 


agency sold Kelly to a particular client for the tidy 
time and talent cost of $678,000. A lot of money, Mister! It took the 
profit on five whole trainloads of the sponsor's product to pay for 
Kelly’s show. 


Then along about Kelly’s third network program, somebody hung a 
“rating” on him. “4.2%”, they said. Nobody thought to ask “4.2% of 
what?”. They just kept on dismally repeating, “Kelly's rating is only 4.2%”. 
Client—agency—network—and Kelly all felt t-e-r-r-i-b-l-e! 


WW, This went on, and got worse, until somebody had the 


+ 4 sound idea of putting Nielsen Radio Index service to 
work. Within twenty minutes the truth about Kelly— 
* ( and his “uncounted” audience—(and, incidentally, 


radio as an advertising medium)—began to emerge. 


It was found that the “rating” they had hung on Kelly 
was based on certain selected big cities only—included only homes with 
telephones. And that certainly wasn’t all of Kelly's audience, nor all 


his sponsor’s market. 


For the whole truth about Kelly’s audience—all of it, look at the chart. 
Based entirely upon NRI data, derived from an accurate sample of all 
radio homes, it shows Kelly was doing a fine job with that part of his 
audience previously uncounted—his audience in small towns and on farms 
—and among non-telephone homes which have lower income. Adding these 
makes a real difference. Kelly’s completely counted audience is just 102% 


"(Not his real name, of course.) 


greater than that first disappointing “rating”. Client— 
agency—network—and Kelly, discovered that after 
all he was worth the client’s $678,000 —because he 
was reaching a highly satisfactory part of his client's 


total market. 


THE TRUTH ABOUT KELLY'S AUDIENCE 


(THE “RATING” THEY HUNG ON KELLY) 
CERTAIN BIG CITIES ONLY 


(HIS REAL AUDIENCE VIA NRI DATA) 
BIG CITIES ONLY (PHONE AND NON-PHONE) 


4.2% 


5.8% 


MEDIUM CITIES 10.3% 


SMALL TOWNS AND RURAL 11.5% 


NRI TOTAL AUDIENCE (KELLY'S TRUE RATING) 8.7% 


Here is another case where NRI’s accurate and adequate measurement of 
radio reveals its true effectiveness—in the interest of advertiser, agency, 
and network—(and, incidentally, a lot of guys named Kelly). 


Wouldn't it be a sound idea if you asked us to come and tell you more 
about Nielsen Radio Index service? 


Nielsen Radio Index—a complete and accurate research service which provides, 
on a@ continuous basis, the vital facts needed in solving the problems and capital- 
time selling of Radio. 


izing the opportunities of programming, time buying, 


A. CG NIELSEN COMPANY, 2101 HOWARD STREET, CHICAGO . 
MARKETING 


WORLD'S LARGEST 


500 FIFTH AVENUE, NEW YORK 


RESEARCH ORGANIZATION 
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Venetian Blind 
Makers to Raise 
$250,000 Budget 


CINCINNATI—The Venetian Blind 
Association has appointed a spe- 
cial committee to take over the 
task of raising at least $250,000 
for an industry-wide advertising 
and public relations campaign. 

The proposed fund, which would 
treble the association’s current 


promotional effort, would be used, would be made against supply 
for the year starting next Sept. 1 companies. In all, the industry 
and, for the first time, would in-| lists more than 1,500 companies 
clude the cost of national maga-|engaged in producing venetian 


zine space. Up until now, industry | blinds. 


|promotion has been limited to Current promotion, through 
public relations activities. | Butler-Advertising, New York, has 

The committee, named at the! been handled on a voluntary basis. 
association’s annual convention | The industry’s total volume, 
here Feb. 5-7, probably will adopt | which amounted to $50,000,000 in 
an assessment basis for the fund! 1941, expanded to $100,000,000 
| raising. While all members of the | last year, according to H. J. 
_ industry will be asked to support | Mackin, Kankakee, IIl., associa- 
‘the campaign, original assessments tion president. With "favorable 
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conditions this year, volume may 
go to $150,000,000, he said. 


Issues Poster Annual 


Outdoor Advertising, Incorpo- 
rated, New York, is distributing 
to national advertisers and agen- 
cies copies of its first postwar 
poster annual. The book contains 
reproductions of 270 posters and 
data on individual designs, includ- 
ing name of advertiser, advertising 
agency, art director, artist and 
lithographer. 


Can [use perttachlorophenol + ‘treat beehives?” 


That's one of the thousands of questions 


that came 


readers in a single month. We answered it. 


We answer 


ask us how to gas-bomb woodchucks 


: .. Which one of our subscribers did. 


For we 


strength of Farm JOURNAL is in the 


confidence 


OVER 


2.600.000 CIRCULATION HE 


to Farm JourNat from its 
ness, as Dr. Daniel Starch 
all of them, even when they 


recognize that the immense 


readers and its 


which over 2,600,000 farm alike to its 


families have in it. They read Farm 


JouRNAL with extraordinary thorough- 


discovered. 


And when they sit down and write us 
letters about particular problems of 
farming or housekeeping, we regard it 
as a natural part of that close relation- 


ship which makes a magazine valuable 


advertisers. 


Farm Journal 


WORLD'S LARGEST 


RURAL MAGAZINE 


GRAHAM PATTERSON, Publisher 


Rochester Dailies 
Publish as Unions 
End Long Strike 


ROCHESTER — This city’s three- 
month newspaper drought ended 
here Tuesday when the last of five 
unions striking against Frank Ga))- 
nett’s Democrat & Chronicle and 
Times - Union voted to return ‘, 
work. 

The strike began Nov. 8 with « 
walkout by the typographica) 
union. On Jan. 5 that union set- 
tled for a $16-a-week pay boost, 
bringing the scale to $74 days and 
$79 nights. Pressmen, stereotyp- 
ers, mailers and photoengravers 
refused to return to work unti! 
reaching agreements for pay lost 
during the typographers’ strike. 
The last settlement was reached 
by compromise Tuesday with the 
photoengravers. 
| The news blackout severely af- 
| fected the city. Milton E. Loomis, 
| vice-president, Rochester Chambe: 
| of Commerce, said all types of 
_business suffered during the news 
‘and advertising blackout, with 
small business harder hit than 
large stores. 


Ad Linage Suffers 


Department store sales in De- 
cember were 27% above De- 
cember, 1945, about the same in- 
crease reported for Newark, Buf- 
falo and New York in this (sec- 
ond) federal reserve district. They 
have held about even with the na- 
tional average so far this year. 

Media Records’ “First 50” re- 
port on leading newspapers’ ad- 
vertising linage shows that the 
morning Democrat & Chronicle 
carried 10,138,202 lines on week- 
days in 1946, compared with 9,- 
956,836 in 1945, but dropped from 
12th to 23rd among morning dail- 
ies. It carried 4,823,588 lines on 
Sundays, compared with 4,732,536 
on Sundays in 1945, and dropped 
from 23rd to 49th among all Sun- 
day newspapers in the U. S. 

The Times-Union, 23rd among 
evening dailies in 1945 with 11,- 
075,822 lines, suffered a loss in 
total advertising linage and did 
not appear among the first 50 eve- 
ning newspapers on Media Records 
list for 1946. 


Two Appoint Kotula 


Kotula Company, New York, 
has been appointed to handle the 
advertising of Cragin - Simplex 
Company, New York, manufac- 
turer of a line of tennis, squash 
and badminton rackets and ac- 
cessories, and Harry K. Cedar, 
New York, maker of gymnasium 
mats and other equipment. Trade 
publications, general sports maga- 
zines and direct mail will be used. 


IN AMARILLO 
They Listen 


to KFDA 


28 ‘‘FIRSTS”’ 


. . . out of 44 quarter-hour rated 

periods—8:00 A. M. to 7:00 P. M. 

—Mondays through Fridays. 
(Hooper—Fall 1946) 


Write Howard Roberson, Manager 
KFDA—or see a John E. Pearson 
representative for facts! 


ABC AFFILIATE — | 


| —A NUNN STATION— 


| Amarillo, Texas 
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Excelsior, to a man, is always — well, just excelsior. 
But to a woman it can be furniture stuffing, garden mulch, or something 
in which to put her wedding china. For woman goes through 
life seeking the living value of everything she encounters, transforming 


it to her own fancy or her family’s need. 


This is very nice for man, who otherwise would 


be a rather peaked fellow. It is also nice for a magazine publisher like us. 


We have reason to believe that women apply this 
constant quest for living material to what they read, and that a 
recognition of this feminine characteristic accounts for 


the extraordinary success of the Journal. 


We think that in the Journal women discover more values for living. 


And, since women read to live — and bring their reading to living, 
many advertisers tell us they believe their messages in 


the Journal share this special living scrutiny. 


"Never Underestimate the Power of a Woman" may have 


started as a solo; today it’s practically a chorus. 


LS zZ. 
Qadisr’ Dems, 
JOURNAL 


largest audited woman audience in the world 
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NBC Renews Pact 
with Schwerin and 
Offers Fee Service 


Sponsors and Agencies 
Reported ‘Interested’ 
in ‘Plug’ Analysis 


New York—With the mounting 
cry of advertisers for more and 
better radio research, particularly 
of commercials, the National 
Broadcasting Company agrees. 
Hundreds of thousands of dol- 
lars are spent by advertising agen- 
cies in testing printed copy, says 
NBC, and hardly a penny goes 
into testing radio programs. 

Accordingly, NBC has an- 
nounced renewal for six months 
of its contract with Schwerin Re- 
search Corporation (AA, Sept. 16, 


1946). Schwerin will expand its 
work for the network and will be 
paid approximately $150,000 by 
NBC, according to report. 

At the same time, NBC unveiled 
its program for making Schwerin’s 
services available to advertisers. 
Under the new contract: 

(1) The system is available on 
subscription to agencies and spon- 
sors who have or contemplate 
having programs on NBC; 

(2) It will be available to 
other sponsors and agencies for 
the testing of commercials “only 
as an aid to raising the standards 
and effectiveness of broadcast ad- 
vertising”’; 

(3) In the testing of commer- 
cials, the system will relate lis- 
tener acceptability with recall and 
sales effectiveness (on other nets 
as well as NBC); 

(4). Schwerin tests will con- 
tinue to be run on NBC sustain- 
ers, and the service will be used 
by the network to improve the 
effectiveness of NBC broadcasting. 

In a_ session with newsmen, 
NBC’s research director, Hugh M. 
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Beville Jr., said charges for the 
Schwerin service would be: (1) 
$5,000 for four programs of 30- 
minute length, with the first pro- 
gram tested twice; (2) that for 
15-minute programs the charge 
would be discounted 25%; (3) 
that 30-minute pre-test editions 
would be $2,500, with each pro- 
gram tested twice; (4) 15-minute 
pre-tests will also draw the 25% 
discount; (5) for sponsors signing 
for a 13-week period, additional 
programs beyond the first four 
will be tested at $800 each. 

Mr. Beville called attention to 
the possibilities of the Schwerin 
system for pre-testing summer re- 
placements and adaptation of com- 
mercials. 


60 Audience Sessions 


Many advertisers and agencies 
are interested, Mr. Beville said, 
adding that in one case shifting 
the order of commercials improved 
acceptability of a show, and in 
another case Schwerin discovered 
that commercials were rated high 
by housewives, but disliked by 
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“ITEM a big factor in 
srowth of P.I.G. Stores” 


Fred Wilkes, President 
Progressive Independent Grocers 


Me 
(— 


“We expect to 
continue using the 
ITEM every week, 
throughout 1947.” 


Your New 
Selling Foree 


in New Orleans 


\ SAWYER-FERGUSON-WALKER 


CO. 


: \ 
Gse Histor 


Progressive Independent 


S 


aad 


Grocers advertise 
exclusively in the 


ITEM 


NEW ORLEANS 


We) 


Ralph Nicholson, President and Publisher 


READER ACCEPTANCE: Largest Evening Circulation in Lovisiana 
(92% concentrated in the New Orleans market — growing steadily) 
ADVERTISING ACCEPTANCE: Nearly 12,000,000 lines carried in 1946 


NATIONAL REPRESENTATIVES 


si 


men—and men were purchasers 
of the product. 

Since July, 1946, the date of 
the first Schwerin pact, the net- 
work has staged about 60 audience 
sessions, with close to 100 editions 
of various programs being tested. 
More than 15,000 people took part, 

A number of the tests were built 
around the RCA Victor show, with 
nine shows used for analysis. 

Among Schwerin’s findings: 

(1) the study shows that liked 
and disliked commercials are best 
remembered; where reaction is 
indifferent, the memory of the 
commercial is least; 

(2) reactions to commercials 
are directly geared to like or dis- 
like of product; adverse reaction 
to middle commercial is often car- 
ried over to closing commercial: 

(3) commercials are often 
slanted wrong—Schwerin found 
many commercials were best re- 
membered by persons not pros- 
pects of the sponsor; 

(4) much money is wasted by 
lack of study on commercials, in 
contrast to funds devoted to copy- 
testing; 

(5) it is possible to have com- 
mercials well-liked and remem- 
bered (integrated commercials 
lead in this category); 

(6) a minimum test of four 
shows for net “packages” has been 
made standard NBC practice. 


Full Data Is Sought 


The Schwerin system calls for 
the audience to fill in a fairly 
complicated questionnaire. At ir- 
regular intervals numbers are 
flashed on a screen, and the audi- 
ence fills in its reaction at the 
space indicated. After each pro- 
gram the audience participates in 
a sort of open forum, where criti- 
cism or praise of each segment 
of the program is invited. 

Some time later this year NBC 
will begin tests of the Reacto- 
caster, an electric device which 
permits listeners to manipulate 
levers, indicating whether their 
reaction is “good” or “bad” to any 
part of the program. This device, 
invented by Paul Schwerin, father 
of Horace Schwerin, who created 
the present system, permits the 
recording of impulses on an auto- 
matic recorder, punching out a 
separate card which indicates the 
individual listener’s reaction 
Thesé cards are subsequently run 
through an “assembly line” which 
gives a composite reaction for each 
part of the program. 


Names Dinerman & Co. 


Ohio Savings & Loan League. 
Columbus, has named Dinerman 
& Co., Cincinnati, to handle its 
statewide promotion campaign. 
Spot radio and newspapers wil! 
be used, and promotion materia! 
will be furnished to its associa- 
tes for their own newspape! 
advertising, linking it with the 
state campaign. 


Acquires Paper Firm 

Continental Can Company, New 
York, has acquired the net asses 
of the Hummel-Ross Fibre Cor- 
poration, Hopewell, Va., manu- 
facturer of Fourdrinier and cy!- 
inder kraft sulphate paper and 
liner board. 
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Radio Stations 
Boost 1946 Net 
Time Sales 9.2% 


WaSHINGTON—Heavier time sales 
to non-network advertisers and 
curtailed agency commissions 
were major factors enabling 751 
proadeast stations to boost 1946 


FCC reported this week. 

In all, FCC found on the basis 
of preliminary financial returns, 
that the stations, plus four na- 
tional networks and three regional 
nets, enjoyed an increase of 7% in 
net time sales for 1946. 

Net time sales for the four na- 
tional networks and their 10 key 
stations —the amount retained 
after payments to affiliates — was 


net time sales 9.2% above 1945, $70,008,962, an increase of 2%. Re- 


ports from three out of five re- 
gional networks indicated a 10% 
dip in sales. 

The 9.2% gain in net time sales 
of the 751 stations resulted from 
a 9.2% decrease in the amount of 
commission paid to agencies; an 
8.1% increase in sale of station 
time to non-network advertisers 
and a 4.9% increase in the sale of 
time to networks. 


Local stations registered the|channel 50 kw, 3.3%; 22 clear | 


most startling gains. Net time 
sales of 371 local unlimited time 
stations were up 19.4%; 13 local 
day and part time stations were 
up 27%. 

For 131 non-network stations, 
net time sales were up 18%. The 
620 network affiliates increased 
their net sales 8.1%. 

By class of stations, net time 
sales increases were: 41 clear 


7 


channel 5-20 kw, 5.9%; 251 re- 
gional unlimited, 7.7%; 49 regional 
part-time, 9.7%; 371 local unlim- 
ited, 19.4%, and 13 local day and 
part time, 27%. 


Saunders Joins Glenn 


Jack E. Saunders, formerly re- 
gional director of public relations 
of American Airlines, Dallas, has 
joined Glenn Advertising, Dallas, 
as account executive. 


— 
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Prewar Dream - Postwar Reality 


The Egg and the Obergs 
have more than a speaking 
acquaintance. Since the 
founding of the Oberg 
Hatchery at Schuyler, Nebraska, in the winter of 
1926, millions of baby chicks have been shipped 
to the farms of the great Midwest Agricultural 
Area, and as far away as California, Arizona, 
Montana, Georgia, and Texas. Today, the 
Obergs operate a second hatchery at Columbus, 
Nebraska, in addition to a sizable plant at Cort- 
land. 


The three Obergs, George A., founder, and 
Lester G. and Orville W., his sons, have thrived 
on hard work, fair treatment to customers, faith 
in the future and the farmer of the Midwest. Mr. 
Oberg is past president of the Nebraska Poultry 
Improvement Association. Lester is now vice 
president. 


Products of These Companies, Sold by the Oberg Hatchery, Are 


Armour & Company 
Arvey Corporation 


Barlow, Wright & Shores, Inc. 


Fa . r Chick Bed Company 
se Cooper (O. A.) Company 
4", General Electric Company 


Barker Manufacturing Company 


Behlen Manufacturing Company 


The new Oberg hatchery building at Schuyler 
—a prewar dream — has become a_ postwar 
reality. It is ready for the spring hatch of 
1947, increasing the output which is so much in 
demand by farmers who know the quality of the 
Oberg chicks. The new plant is being furnished 
with the most modern equipment. A showplace 
for sure, but every inch utilitarian. 

The Obergs, by nature, are close to the farm 
and the farmer. They use the pages of the Ne- 
braska Farmer themselves to advertise their 
chicks. They see allied poultry products, which 
are most popular in their showrooms, advertised 
consistently in the Nebraska Farmer. They recog- 
nize hundreds of names on the Nebraska Farmer 
subscription list in the Schuyler territory as their 
regular customers. 

“As an advertiser myself,” says Mr. Oberg, 
“I believe the Nebraska Farmer has been our 
best medium. A farmer looks with a high degree 
of confidence upon the products he finds ad- 


Gland-O-Lac Company 

Gooch Feed Mill Company 

Hill Feed Company 

Hilltop Laboratories 

Hudson (H. D.) Mfg. Company 
Hygeno Litter Company 
Kellogg Company 

Lederle Laboratories 


Omar, Inc. 


lester G. Oberg and his father, 
George A., founder of the Oberg 
Hatchery at Schuyler, Nebraska. 


vertised there. We find in our establishment 
that poultry items, remedies, tools, feeds, and 
other goods we handle don’t need much selling 
when our customers have become familiar with 
them through the Nebraska Farmer. I haven’t 
farmed myself for twenty years — but I have 
never been without the Nebraska Farmer.” 


xk * 


The Nebraska Farmer is read in 
7 out of 8 Nebraska Farm Homes 
twice each month. 


Advertised in the Nebraska Farmer 


Miller Chemical Company 
National Ideal Company 
Nutrena Mills, Inc. 


Sargent & Company 
Shamblen Milling Company 
Shellbuilder Company 
Tobacco By Products & Chemical 


Oyster Shell Products Company Co 
Pratt Food Company 

Robinson (J, C.) Seed Company 
Salsbury (Dr.) Laboratories 


Vineland Poultry Laboratories 
Tweet Bernard 
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Bulova Names Raymond 

E. P. Raymond, formerly with 
the MacLaren Advertising Com- 
pany, Toronto, has been named 
sales representative of the Bulova 
Watch Company, Toronto. 


Appoints Richardson 
Al B. Richardson has been ap- 
pointed director of public rela- 
tions of the Industrial Life & 
— Insurance Company, At- 
nta. 
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Building Supplyiews 


in CIRCULATION 
in ADVERTISING 


in LEADERSHIP 


Radio Makers 
‘Solid’ Against 
Color Video: CBS 


WASHINGTON—CBS Vice-Presi- 
‘dent Adrian Murphy wound up 
the case for “sequential” color 
| television Wednesday by charging 
| that most radio manufacturers are 
“solidly aligned” against the in- 
troduction of color until they have 
had a chance to exploit black and 
white television. 

As the FCC took the fate of the 
CBS development under advise- 
ment, Mr. Murphy warned that 
an unfavorable decision would be 
a serious setback for independent 
research organizations, “for it 
would show the difficulty of se- 
curing adoption of their technical 
contributions against the objec- 


tions of those with a conflicting 


| primary interest.” 


Earlier, a virtually united front 
of radio makers had _ testified 
through the Radio Manufacturers 
Association that it would take 
four years to provide equipment 
for the CBS color system and only 
five years to develop color tele- 
vision compatible with the pres- 
ent black and white system. 


Insults Flow Freely 


During the three days of final 
testimony on the highly important 
color television issue, the two 
sides freely insulted each other. 
Opponents of CBS claimed that 
the simultaneous color signals 
were below the quality of black 
and white and completely unavail- 
able at many test‘locations within 
15 miles of the transmitter. 

On his part, Mr. Murphy said 
he “had never seen a sequential 
picture—not even the first ones 
Dr. Goldmark showed—of such 
poor quality as the simultaneous 
color pictures I saw at Prince- 
ton.” 


Hearings on CBS’ application 
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for immediate licensing of com- 
mercial ‘“‘sequential” television had 
gone on here and in New York 
intermittently since Dec. 9. CBS 
argued that “sequential” color was 
sufficiently perfected to clear the 
way immediately for nationwide 
television. 

On the final day’s hearing, Wil- 
liam B. Lodge, CBS director of 
general engineering, outlined an 
allocation which would provide 
not less than two stations in each 
of 140 metropolitan areas. The 
plan provides five channels for 
each of 78 districts, four or more 
for 109 and at least three for 127. 

Dr. W. R. G. Baker reported 
that the RMA engineering com- 
mittee recommended dismissal of 
the CBS petition on the ground 
that the color service, when intro- 
duced, should be of as high stand- 
ard as the existing black and 
white. He felt the CBS color 
service “would retard the devel- 
opment of other and more prom- 
ising services.” 

“In establishing a color service, 
we believe it is of vital impor- 


family. ‘Help 


call it murder, 


CUOUOOEEEHOHORTHOORRONROORORTE 


the Detroit 


TTT 


seeoeeneees 


peeveneenee 


Poor Dad! 


He knows from bitter experience just how popular 
The Detroit Times is with every member of the 


goes into a huddle with Pru- 
dence Penny anda new recipe, 
but later takes the wind out 
of his wallet for a new range 
or refrigerator. 


market in the making. 


That's why, we contend 
that no market coverage of 


NO COVERAGE IS COMPLETE WITHOUT 
THE 400,000 FAMILIES REACHED BY 


Teeeeeneeee PTTTTT TT 


Wanted” has a meaning all its own 


to Dad when Junior reads the funnies and winds up 
demanding the favorite breakfast food his hero 
eats; when Son begins on the Sports page and finds 
just the topcoat he’s been looking for; when Sis 
picks up a few beauty hints from Philomene and 
announces she’s found a coat 
she'll settle for; when Mother 


complete without the 400,000 families who read The 
Detroit Times every day. To Detroit Times reading 
families the home is the center of interest—and 
activities. Wise advertisers have long known that 
HOME is where the buying begins. They know 
too, that a HOME DELIVERED newspaper that 
is popular with every member of the family, taps 
the pipeline to profits on everything from breakfast 
foods to baby 

The family is the most 


Yes, Dad may 
but we call it a 


area can be 


71.1% of The Detroit Times 
Circulation {n The Detroit 
Retail Trading Area Is 
HOME DELIVERED 


advertising 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


powerful buying factor in 
business today—always has 
been and always will be. 
THE DETROIT TIMES— 
A GOOD NEWSPAPER 
—FASHIONED FOR THE 
F4MILY— delivers for your 


kind of coverage that 
counts every time! 


uk DETROIT TIMES 


grand pianos. 


dollar, the 
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SURPRISE PACKAGE —A CBS engi. 
neer tunes a table-model color tele. 
vision receiver, the first ever publicly 
shown, which CBS unveiled withou: 
fanfare at the recent FCC hearing on 
color video in New York. The set worked 
impressively well in demonstration. |+ 
has a 5-inch picture tube and only 
four control knobs. 


tance to consider its effect on 
existing black and white service, 
the public, the manufacturers— 
who are building black and white 
equipment and who will build 
color—and upon those _ interests 
who operate the transmitters and 
produce programs,” Dr. Baker 
said. 

Mr. Murphy said CBS was not 
proposing that the commission 
take any action with regard to 
black and white. He suggested 
that FCC provide an additional 
ultra high frequency band for 
further experimentation with 
“simultaneous” color. For the 
present, he proposed that manu- 
| facturers market a combination 
| black and white and “sequential” 
| color set. 
| “Sale of black and white re- 
|ceivers in quantity—with an in- 
vestment of hundreds of millions 
and perhaps billions of dollars— 
will result in a tremendous loss 
to the public,” he warned. 

“Since simultaneous standards 
offer no assurance that they can 
ever be developed to the point 
of practicability for broadcast 
service, the introduction of color 
'may be delayed almost indefi- 
| nitely.” 


FRENCH WILL SEEK 
UHF COLOR, TOO 

New YorK—Agitation for ultra 
high frequency color television 
has spread abroad. 

Sadir-Carpentier, French com- 
munications manufacturing firm, 
has obtained the first license for 
foreign manufacture of colo! 
transmitting and receiving equip- 
ment under Columbia Broadcast- 
ing System’s patents and will ask 
the French government to estab- 
lish color television broadcasting 
standards. 

Early this spring a group of 
Sadir-Carpentier engineers led by 
M. Jean Widemann, head of the 
firm’s television department, wil! 
come to the U. S. to study CHS 
color television techniques. 


Ahrens Publishing Elecis 
Nichols President 


Don Nichols, general manage’. 
has been elected president and 
treasurer of Ahrens Publishing 
Company, New York, succeeding 
the late Edward H. Ahrens. He 
also becomes the publisher. Char!es 
F. Loeffel, vice-president in chare 
of the Chicago office, has also been 
named business manager. 

James S. Warren, vice-presi- 
dent, secretary and editor of Ho’! 
Management and Restaurant Mav- 
agement, has been appointed ec - 
torial director. Mr. Warren w'!! 
continue as vice-president a! 
secretary. 


Coleman Names Nelson 


Alice Nelson, home furnishins¢: 
editor of the Chicago Sun and for 
merly publicity director of Ear'e 
Ludgin & Co., has joined Har™ 
Coleman & Co., Chicago pub! 
relations counselor, as account e*- 
ecutive and consultant on wor- 
en’s and fashion subjects. 
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SELL COOKBOOKS IN 17000 LOTS 
OR CAKE FLOUR BY THE TON 


IT’S ONLY NATURAL, SINCE 


ownere ECISE does such a star- 


studded cast of writers and artists go to 


work to help you sell 


among magazines 
does the magnetism of /ocal entertain- 


ment news draw people to your story 


is advertising so 


rigidly limited in order to assure your 


id 


message of spotlight visibility 


can you pick your 


markets—from | to 10 —as you like 


WITH 


Take your product—whatever it is— 
and put Pictorial Review behind it. 


Then watch things happen. 


One advertiser tried it recently with a 
cookbook—at a healthy $2.75 per copy 
—and with just one Pictorial Review 


page. In no time the orders came swarm- 


OVER 6,200,000 HOMES. 


’ 


Pictorial Heview 


ing in—till they piled up to 17,274. The 
cash take soared to $47,503! 


With Pictorial Review that kind of 
performance is a habit. It happens over 
and over with every conceivable kind 
of product—because Pictorial Review's 


formula is built for results. 


FROM COAST TO COAST 


covering 10 major markets through the Sunday Issues of 


New York Journal-American 
Baltimore American 
Pittsburgh Sun-Telegraph 


Detroit Times 
Chicago Herald-American 
*Milwaukee Sentinel 


Los Angeles Examiner 
San Francisco Examiner 
Seattle Post-Intelligencer 


Boston Advertiser 


(*Milwaukee Sentinel represented for Pictorial Review only) 
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PPA Adds Carter Agency 


Carter Advertising Agency, 
Kansas City, Mo., has been ap- 
proved for recommendation to 


member publishers by the Period- 
ical Publishers Association. 


Cassidy Joins Daily 

Ruth Cassidy, formerly western 
advertising manager of Hunting & 
Fishing, has been appointed classi- 
fied advertising manager of the 
Post-Journal, Jamestown, N. Y. 


TEACHER ACCEPTANCE 
MEANS SALES TODAY AND TOMORROW 


SELL THE 350,000 TEACHER- 
_ READERS WHO GUIDE OVER 


10,500,000 BOYS AND GIRLS © 


INSTRUCTOR srepesin 


NEW YORK CHICAGO Sao. anee.ne SAN FRANCISCO 


'Cleveland-Sandusky 
Presents Ad Plans 


Cleveland -Sandusky Brewing 
Corporation, at a recent sales 
meeting, presented its advertising 
program for Cuyahoga County, 
which will include outdoor post- 
ers, car cards, 
point of sale material. 


newspapers and| 
Individual | 


| 


advertising programs have been) 
set up for each of the company’s | 


distributors. The bulk of the ad- 
| vertising appropriation will be 


/used to promote its premium beer, 
|Brewmaster, with a 


limited) 


amount set aside for Crystal Rock | 


beer and Old Timers ale. 


| Names Bening 


| Chester A. Bening, formerly 
| manager of the Buffalo sales office 
of the Cleveland Pneumatic Tool 
Company, has been named head 
of the sales department of the 
Bowes Coupling & Brass division 
of the United States Air Com- 
pressor Company, Cleveland. 
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From War Camp 


to Publisher Is 
Nishimura's Story 


way | 


New YorK—It’s a_ long 


from the barbed-wire of a deso- 


late desert relocation camp to the | 
nerve center of the Office of War | 


Information, and a still longer 


way to the publisher’s office of any 


international magazine, but 35-| 
year-old Kay K. Nishimura made 
at 

Mr. Nishimura spent ten years 


with Japanese - language news -| 


papers in Seattle and Los An- 


geles, 


and six months following | 


Pearl Harbor in a relocation camp. | 


At length, officials were convinced 
that he was loyal, and he became an 


interpreter, first for the Depart- | 


ment of Justice, later for the OWI 
and State Department. He kept 


| busy translating newsreels, docu- 


Horses... into ham and eggs | 


A noble animal but a poor power plant, the horse 
| | | , 


needs eight acres of land for his food.. 


incr 


gave American farmers more power to work the land 


but 5 


iieehacdiiaeil additional land to grow grain feed 
for 26 million hogs or 16.5 million cattle! 

New machinery, scientific contributions, improved “ns 
strains in plants and animals, new methods, fertilizers, 
soil conservation, pest controls. . 
vield with more crops per acre, more milk per cow, 
more eggs per hen, more meat per animal. . 
production to new peaks despite reduced manpower on the farm. * /~ 
With a quarter of all food going to the armed forces in 1942-44, the 
rest of the country had 10% more to eat than in prewar years!... 
“Farm Production Up 30% 
issue of SUCCESSFUL FARMING, is a significant summary 
of present and future agriculture... 


news to advertisers as well as farmers! 


sizzle 


Insulated Case... 


la., insulated his house in 193! 


followed suit...save 


the family! ‘‘Nine Boehnkes Insulate’, 


Also fifty-seven authoritative articles, factual features, informative and diverting departments. .. 


on new varicties, fertilizer checks, animal nutrition, mechanical seeders, pulverizers, packers, pasture; 


ase In tractors to 


5 million more acres once needed to support 


Just like Superman... 
electrodes on mobile 


and try weeds.. 


Re } 
ay Sats a 
“Do St ery Row in 1947” 


Gust Boehnke 


» Hancock County, Jog 
8. His eight sons a oP 
° 


icre on custom basis... 


. The tenfold 


9°90 


a= 


million since 1920 not only 


. upped the farmers’ 


-It’s Here To Stay”, 


important 


Forklike 
high voltage unit 


.clean fields at 


» page 25. 


50 tons of coal a vear in on se 
: 2. MAR *e 
page 73- —S. S 


homes, better kitchens, 


concentrated in the 


best class market 


. War pressured 


in the February 


don’t hurt soil. 


rugs, 


best monthly investment of 


with the highest yields, 


ix 


family investments . 


more than 1 


in the U.S. 


Cleveland, San Francisco, Los Angeles. 


today! For all facts . 


problems, cash crops, poultry, hogs, cows, farm airplanes, 4H kids, farm Pate 
,200,000 of the best U.S. 


cash incomes, property investments in the nation. . 


. make SuccessFUL FARMING the 


farmers... 


13 agricultural heart states, New York and Pennsylvania. 


. the 
Call any SF office! 


SuccessFUL Farminc, Des Moines, New York, Chicago, Detroit, Atlanta, 


| circulation, and an advertising rate 


mentaries and Jap publicatic 

At the end of the war, he 
convinced that an informat 
job remained to be done, par 
larly among 680,000 person. 6; 
Japanese origin in the Amey «a: 
many of whom could hardly je. 
lieve that the news of the 
render was true. 

He succeeded in convincing (wy) 
of the soundness of starting a | yb- 
lication for this audience, 
OWI was in one of its perodi 
skirmishes over its budget, ang 
‘could allocate no funds for th, 
project. Mr. Nishimura rou: deg 
up some financial help, and be. 
gan publication of Far East Pot, 
Review. The first issue came off 
the presses in July, 1946, but cur- 
ing printing he had to double his 
print order. 

The Review now has a 2(),((0 


of $165 for one-time, black-and- 
white page. The publishing com- 
pany, called Far East Services. 
reproduces weekly newspaper: 
flown from Japan, which are dis- 
tributed to a list of businessmen 
ministers, colleges and intelligence 
services. The company also act: 
as consultant for several news- 
papers and magazines. 


American Maize Names ? 


The American Maize-Products 
Company, New York, has ap- 
pointed Don L. Johnson and W. R 
Harman as assistants to the sales 
manager of the grocery products 
division. Mr. Johnson, formerly 
sales manager of the New York 
metropolitan and South Atlanti 
divisions of the B. T. Babbitt 
Company, will be in charge of 
field operations. Mr. Harman, for- 
merly vice-president and eastern 
sales manager of American Home 


Products, Inc., will head sales 
promotion. 
Cotes Promoted 

M. F. Cotes, since 1937 vice- 


president in charge of the Duo- 
Therm division of Motor Whee! 
Corporation, Lansing, Mich., has 
been promoted to executive vice- 
president. Mr. Cotes joined Motor 
Wheel in 1932 as sales manager of 
the Duo-Therm division. 


55% MORE 


Home Delivered 


CIRCULATION 
THAN ALL 

PHILADELPHIA 

NEWSPAPERS 


Combined! 


ALFRED G. HILL, Publisher 
Cc. I. EANES, General Manager 
DON McKAY, Local Advertising Mon 9° 


| Nationally Represented by Story, Brooks & f 
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IS EATING IMPORTANT? 


Man, to be sure, cannot live by bread alone. But it is mighty 
important. It is so important that he spends more than 14. of 
his gross income buying something to eat, and an hour 

and a half every day eating it. Another thing 

man obviously likes to do is to listen to the 

radio, since he spends more than 4 of 


‘his waking hours per day 


doing it. 


e 


That is why America’s leading food advertisers spend more 
money talking to him or the air about their products than they 


spend in any other national medium. 


...And in 1946* for 7 YEARS RUNNING more of 


this money was spent with the Columbia Broadcasting 


r 
- 


System than with any other network. 


This is also important. 


COLUMBIA BROADCASTING SYSTEM 
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The Balkan Wars Aren’t Over ~ 


The other day we received a/| 
form letter from Gordon Green, of | 
Medford, Ore. Mr. Green owns | 
Stagecoach Orchards, which in| 
turn is in the business of selling | 
gift boxes of fruit by mail. 

Being a smart operator, Mr. 
Green sends his customers a form 
letter after the Christmas rush is 
over, to remind them of his Fine 
Fruit Club (subscriptions can start 
at any time), on the off chance 
that they forgot someone they 
didn’t want to forget. Mr. Green, 
of course, will be delighted to 
remedy the situation. 

What interests us about Mr. 
Green’s form letter is that, after 
explaining that his early-in-the- 
year basket is composed of “ruby- 
red grapefruit from Texas,” he 
finds it necessary to insert three 
lines that say: 

“Texas grapefruit unfortunately 
cannot be shipped into Arizona, 
Florida, or California. So we'll 
have to substitute fresh fruit of 
equal quality.” 

Undoubtedly, there are good and 
valid reasons why the states of | 
Arizona, Florida and California 
will not permit Texas grapefruit 
to be shipped within their borders, 
and the fact that these three states 
raise considerable quantities of 
non-Texas grapefruit is merely a 
coincidence. But one develops a 
suspicion that trade between the 
states is not yet completely devoid 
of man-made difficulties. 


Whether Texas grapefruit can 
or cannot be sent to individuals 
in citrus-growing states is a minor 
matter, of course, but the fact that 
products are banned from one area 


|of the United States because of 


factors which indicate a desire to 
prevent competition from out of 
state merchandise is a_ serious 
thing, and one which the people 
should not tolerate. 

To maintain a high 
economy, with ever-increasing job 
opportunities and rising standards 


| 


level of 


of living, the United States needs | 


cooperation between the states, 
and rules of trade and business 
which are fair and equitable. Bar- 
riers between the states, unless 
based solely on unquestioned con- 
ditions detrimental to the health 
and welfare of the whole economy, 
cannot help but slow down trade, 
impede the free flow of goods and 
services, and make it more difficult 
for the entire economy to function 
at its highest possible level. 

All such barriers based on 


A Mag-a-zine, 


|Parade’s its name, has national | 


SEE OVR NEW 


"I'd like to see the light." 


A barn 
TOWNSEND 


—Electrical Merchandising 


Better to Verse 

Effective with the March 30 is- 
sue, Parade will be carried by the 
Houston Post. This pleasant news 
so revived Hy Gardner, Parade’s 
publicity demon, that he an- 
nounced the acquisition in verse, 


viz: 
that’s big and 
bright, 


Comes to the heart of Tex-as; 


fame, 
More fun for Hou-ston, Texas. 


|It’s a pic-ture book, and just one 


look, 
Will win the heart of Texas; 
Sto-ries of . . . the folks you love 
From coast to coast and Tex-as. 


purely selfish, local conditions, or | Pa-rade is full of col-ors bright, 


on whims or political desires, 
should be _ eliminated. 
which exist always lead to retalia- 
tion, and if they are not curbed, 
the inevitable result is a continu- 
ally growing body of law and 
regulation which hampers the free 
interchange of ideas, commodities 
and services. A high-level econ- 
omy does not thrive on such con- 
ditions. 


Support These Census Bills 


Last week Rep. Harold Hagen of 
Minnesota and Sen. Albert Hawkes 
of New Jersey introduced identical 
bills into their respective branches 
of the federal Congress, calling for 
simultaneous censuses of manu- 
facturing, wholesaling and retail- 
ing the year 1947 and 
every fifth year thereafter. 

The legislation introduced by 
Rep. Hagen and Sen. Hawkes has 
the approval of the business statis- 
tics committee of the United States 
Chamber of Commerce, the com- 


covering 


mittee on marketing statistics of 
the American Marketing Associa- 
tion, and numerous other groups. 
It should be vigorously supported 
by business, because this legisla- 
tion will not only regularize cen- 
sus programs in these important 
fields but will also provide basic 
data on wholesaling and retailing 
at a time when this material is 
desperately needed to assist all 


making 
marketing plans. 


business in intelligent 


There are indications, however, 


that the bills will require the ac- 
tive, rather than merely the pas- 
sive support, of all segments of 
business if they are to be passed 
by Congress, and if appropriations 
for their implementation are to be 
secured from a very economy- 
minded Congress. That means that 
supporters of these measures will 
have to make their interest in and 
support of the measures clearly 
evident to their own Senators and 
Representatives in Congress, and 
to the important members of the 
civil service and post office com- 
mittees in each house which will 
consider the legislation. 

The House bill is H. R. 1821. 
The identical Senate measure is 
S. 554. If you want these meas- 
ures passed, the best thing you can 
repre- 

your 


do is to advise your own 


sentatives in Congress of 
Similar legislation failed 
the last Congress be- 
cause business in general was too 


support. 
to pass in 


apathetic to make its interests and 
desires known 


For family folk in Tex-as; 


Barriers |Chuck full of stuff, more than 


e-nuff 
To touch emotions that affect us. 
From babies’ cry, to swoon-er’s 
sigh, 
No mat-ter what your sex is 
The Hou-ston Post will give the 
most, 
Each Sunday soonnnn-in Tex-as. 


Minstrel Gardner thought it 
necessary to say cautiously: 

“In case there’s any doubt this 
IS a press release!” 

He might well have said: 

“Let your minds never doubt 
This is really a handout.” 


L'Envoi 

Recently we had iunch with a 
friend who has just checked out 
of the advertising business. A 
pretty capable copy man, he said 
he kore no malice toward the busi- 
ness which had nurtured him 
pretty handsomely, and that he 
positively would not do a book 
on the agency business or allied 
fields. 

Not having been so well nur- 
tured that he can retire, he bought 
into a distributive company and 
is now working happily. 

Asked why he quit, he rubbed 
an ear thoughtfully and then re- 
ported, “It just seems foolish for 
a grown man to spend all his days 
writing about Teenie Weenies.” 


Dryly Speaking 

The Board of Temperance, 
Methodist Church, periodically 
advises us of the machinations of 
the liquor business, and precisely 


OR antec ac CR ae nda Seon 


SaaS Abita Re ance ee 


pe eT, 


| what the uses of liquor are. The 
‘latest communique from the desert | 
deals with the use of alcohol, to 
wit: 

“Alcohol is used to promote con- | 

| viviality among guests. It is also| 
used to ‘soften up’ sales aaeumeed 
| in business. 
_ “When the young man who holds | 
|his own gratification above the | 
| welfare of his companion, wishes | 
to establish an ascendancy over | 
her personality, he uses alcohol to 
do it because he knows it will 
weaken her will, subordinate her 
intelligence and suppress her 
social and moral inhibitions. Al- 
cohol is frequently used as a means 
of establishing psychological as- 
cendancy of one person over an- 
other. 

“Young men and young women 
drink in order to make contacts 
which they feel (probably mis- 
takenly) will contribute to their 
|chances of advancing in business 
or society. They drink as an ad-| 
venture into experience. They 
drink because of almost universal 
suggestion economically moti- 
vated.” 

Don’t say you weren’t warned, 
and watch that psychological as- 
cendancy. 


Jottings 

Jean Sablon, French singing star | 
‘heard for Hudnut on CBS via) 
| Kenyon & Eckhardt, is such a fe-| 
male swooner that his show is re- | 
\ferred to around agency and net- 
'work circles as “Operation Bed- | 
lsprings.” .. | 
| The Akron Beacon Journal car- | 
ried a sad story in its classified | 
| columns, viz., ‘Lost—teeth - in 
ladies’ room of Falls Tap Room, 
2021 Front St. Reward $10. Re- 
turn to Tap Room.” Makes you 
wonder if the lady is still waiting 
anxiously, China Clipperless. . . 

When the Raleigh News and 
| Observer had to turn down an ad- 
vertiser who wanted four pages in 
its Jan. 12 issue, he was told he 
couldn’t be accommodated be- 
cause of lack of paper. The en- 
terprising advertiser secured three 
tons of newsprint, delivered it to 
the paper, and the four pages ran 
as requested... 

Drene copy in the New York 
Times Magazine stopped biologists 
cold. 
brown-eyed in the principal il- 
lustration, blue-eyed in a small 
cut near the signature... 


| 


|describing the city as “everyth 1g 


It showed Sonja Henie as | 


The following documents m: 
secured without charge from « »- 
panies sponsoring them, or thr: igh 
ADVERTISING AGE, by any nat) na) 
advertiser or advertising ag: ncy 
executive writing on his busi jess 
letterhead. Address ADVERT!\1N¢ 
AcE, 100 E. Ohio St., Chicago 1}, 
Til. 


No. 2755. High Spots of the 
Railway Market. 


Simmons-Boardman Publishing 
Corporation has issued this book- 
let, which reviews the develop- 
ments and prospects for 1947 rail- 
way buying, with facts and figures 
on the outlook for railway trafic, 
earnings and purchases. It in- 
cludes a brief analysis of the 
trends in each of the major divi- 
sions of railway activity. 


1947 


No. 2756. Ranchmen Want to Buy! 

A ranch survey made by The 
Cattleman is analyzed ine this 
folder, which covers, along with 
some facts and figures on ranch- 
men and ranch operations in gen- 
eral, 22 items — not including 
everyday necessities—that ranch- 
men want to buy. The items in- 
cluded in the want-to-buy survey 
include such things as water sys- 
tems, windmills, pick-up trucks, 
fencing, minerals, etc., and indi- 
cate an immediate potential mar- 
ket of over $500,000,000, the folder 
says. 


No. 


2757. 
Folder. 

Market data, including an ABC 
circulation map, fill this file-size 
folder, issued by the Schenectady 
Gazette: The material includes a 
description of the area, its schools, 
transportation, industries and an 
analysis of population, employ- 
ment, payrolls, housing and many 
other details. The history, man- 
agement, editorial program, and 
circulation record of the newspa- 
per are described, with an outline 
of its editorial features. 


No, 2717. Advertising Builds Con- 
sumer Acceptance for a Prod- 
uct. 


In this folder, House Beautiful 
holds that “all consumer markets 
do not represent equal opportuni- 
ties for any given market.” “Log- 
ical markets,” the booklet says, 
“are made up of people who have 
the capacity for making full use of 
the product and who have the 
money with which to buy it.” 
Charts indicate who has the 
money, where savings are concen- 
trated, and how House Beauti/ul 
readers stack up as a market. 


No. 2745. Test Town U.S.A. 


The South Bend Tribune has 's 
sued this market data booklet ‘11! 
of facts on population, buy:ng 
power, retail sales, employment, 
distribution and newspaper cov’T- 
age in the South Bend market. [n 


Schenectady Facts 


you need for decisive tests,” 
booklet points out that the n 
ket—defined by ABC as all 
Elkhart, Marshall and St. Jos 
Counties and parts of La Pi 
and Starke Counties in India ‘4, 
all of Cass and a portion of PB ° 
rien County in Michigan—i: 
“perfect cross section of Ameri 
industrial-agricultural structur: 


No. 2735. Wholesale Dry G¢ 
Sales in the Pittsburgh M 
ket. 

Pittsburgh’s wholesale dry g¢ 
area is mapped out in this fol 
issued by the Pittsburgh Pt 
Gazette, along with a tabulat 
of market data including popu 
tion, number of families, types 
stores and annual sales. 
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i tinuing institutional ad- ther & Nicholas Ltd., London ad- | Vj lication La Maquina from the 
ben 7 : ' dione ret vertising agency, to handle the WITH Promotes Two Canterbury Press, Chicago. The 
<i eX a es I ‘le said that pub-| Work of its clients in the United| R. C. (Jake) Embry, formerly new publisher will continue the 
; ate. Revertins atheagy: =a Kingdom. Rumble, Crowther & sales manager and assistant to the | same name as well as format and 
2 “ © * lic opinion surveys, showing both Nicholas, in turn, will be repre- president of WITH, Baltimore, haS|the next issue under the new 
4 a hostile public attitude toward | ..nted in Canada by the Stanfield | been named vice-president of the ownership will be March-April, 
ia J in eorid, business profits and a willingness agency. ‘ station. Richard Rudolph has) 1947, 
CF to hear and believe what business ‘ — been advanced from account ex- S sslemcseas 
f } | says for itself, indicate much need | Noma Names 4 V.P.s ecutive to assistant sales manager. Armo Names Agency 
nts ms be My yore ec ares a a a Walter BE. Fleischaker, Bernard ‘ . ’ Armo Cooling & Ventilating 
from © ‘- — . _ |E. Fleischaker, David Kahn and Buys La Maquina Company, New York engineer and 
or thre igh Advertisin Panel checusaind research, Mr. Crain —, L. eee ere og an Hitchcock Publishing Company, | contractor specializing in air con- 
ny nat nal g | declared that veg have initially | ood Coruurekion New York Chicago, has purchased the bi- ditioning, has app age teh St. 
4 Tg ~ ° . So . re- | . ¢ " . - "all - x cules i ves . “k. 
ing agency sees Institutional esis eee ee ee {| Messrs. Fleischaker were owners monthly Spanish language pub- Georges & Keyes, New Yor 
‘is business Drives Continuin preoge a See on b ‘of Fleischaker & Baum, maker of | 
ADVERT! IN¢ 9g for the advertiser than ever be-| prFanBEE dolls, which was taken 


fore. Mr. Hause added that ad-| over by Noma last year. Mr. Kahn 
_vertisers are also using this ma-|was formerly president of Estate| 


off to | terial prepared by the media. |\Stove Company, which was also| 


= 
piticago 11, Cuticaco—Sales of Silex coffee 


brewers just won’t taper 


...we have what it takes... type faces! 
second to none...expert craftsmen... 
typography efficiently produced for 
the letterpress and offset processes, 


of the 1947 “normal” in Silex Company’s Pe- | ——_—_—_— absorbed by Noma last year. Mr. | 
oo, ene ee ee in| Agencies Exchange — Doll ai ee pl Advertisements * Brochures « Catalogs} + Publications 
Publishing J P° eee tae Se | Harold F. Stanfield Ltd., Mon- whose products for the past four || CRAWFORD COMPOSITION CO., Inc., 161 W. Harrison St., Chicago! 5, Phone WEBster 7936 
ii book. (ii fe" Fee See Seees ins SARS mae treal, has named Rumble, Crow- years have been sold by Noma. 
e develop. 9 Ke! for all of 1940. | 
r 1947 rail- This was disclosed here Feb. 6. 
and figures jg bY J- M. Moore, Silex general 
way traffic. sales manager, at a conference on 
es. It in. fg ‘distribution sponsored by the Chi- | 
sis of the | ca80 Association of Commerce | 
major divi. jg 2c Industry (AA, Feb. 10). | 
ty. The market saturation _ test, | 
started in May, 1946, is being | 
ant to Buy! made largely to determine the’ 
de by The fg potential sales volume for Silex | 
d in this brewers (AA, Dec. 16). Peoria. 
along with and its 10-county trading area 
on ranch- were selected for the test because | 


ons in gen- 
icluding 


sales per thousand persons there | 


in 1940 were 101% of the national | 


that ranch- 9 average and because other mar- 
e items in- keting factors are considered 
buy survey typical for the nation. 
water nicl Plan Long Use of Test 

-up trucks, | 
, and indi- “We have in mind long-term | 


ential mar- 


use of the test in the Peoria) 


), the folder area,’ Mr. Moore revealed. “We| 
have data now to test new prod- | 
ucts, new models, advertising 

dy Facts @ nethods, displays and the like. 
That alone, we believe, will jus- 

ng an ABC & tify its operation.” 

his file-size Silex steam irons are also re- 

jchenectady ceiving a saturation test in the 

_ includes a @ area, but not for prewar com-| 

_its schools, parison because of late introduc- 

ies and an # tion of the iron. Sales of this. 

n, employ- J product have leveled off some-| 


s and many 
story, man- 
ogram, and 
he newspa- 
1 an outline 
S. 


Builds Con- 
for a Prod- 


e Beautiful 
1er markets 
| opportuni- 
‘ket.” “Log- 
yoklet says, 
e who have 
g full use of 
>» have the 


what from the initial sales spurt | 
caused by wartime shortages. 

Mr. Moore asserted that only 
the dealers have advertised the 
products in Peoria so far. Silex 
Company will not advertise in the 
area until the stage of ‘normal’ 
postwar buying is reached. That 
stage, he predicted, will be reached 
yy next June. 

Mr. Moore expressed strong op- 
timism about the nation’s eco- 
nomic future, saying that Ameri- 
cans, in trying “to keep up with | 
r ahead of the Joneses, are the 
most wasteful people in the world 
and always want new items”; that 
the U. S. population is increasing 


\ GN has a real “plus” program in the YFune Baker Show. We 


consider it a genuine “Baker’s Dozen’’ because it ofters more homes per 


i =buy it.” : : ie 
) has the ee ee polity dollar than any competing show in Chicago.* 
are concen- tas “ wap. 
; with much of the New Deal, we e . ‘ - 
eautiful ; ’ . = = = ac . 77 oO . 
pire are now on an entirely new , The delightfully charming June Baker has successfully sold tine 
ISA —— products to women on a participating basis for 7} consecutive years over 
bune has . Btls, Sines WGN. This is the best participating buy in Chicago. May we show 
ooklet ‘ul! : fs 
ion, buy:ng 1 a session devoted to adver- you the hgures! 
mployment, g, four authorities in the field : os ; 
aper cover- ed there will be widespread * Authority: Nielsen Radio Index. 
market. In of institutional advertising 
“everyth ng year despite the fact that 
» tests,” ‘he e and time shortages will pre- Chicago 11 
at the m '- € | many advertisers from de- : y , nal 
/ as all o ig as much copy to such A Clear Channel Station... Illinois 
| St. Jose on ies as they would like. y . , z , B | 50,000 Watts 
f La Pcvte king part in the discussion Serving the Middle West 720 
in India 4, Kathryn Rowell, advertis- | , , 
tion of B manager, Marshall Field & On Your Dial & 
higan—i: Homer Havermaile, vice- MBS Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 
of Ameri dent, MecCann-Erickson; Don- West Coast Representatives: Keenan and Eickelberg 
structur: B: Hause advertising man- 235 Montgomery St., San Francisco4 e 411 W. Fifth St., Los Angeles 13 
Dry G Armour & Co., and G. D 
burgh M 1 Jr., publisher of ADVERTIS- 
Ace. H. E. Christiansen, head 
i ‘hristiansen Advertising 
thi ft ; icy, was moderator. 
thom Po:t- Ss Rowell emphasized that 
. ceed n stores, in advertising war 
ling popu! '- Ss and other wartime public 
ies, types >! ce drives, had become “‘active 
- : F onalities” and cannot well 


d to “drop this new stature” 
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NAB, NRDGA Tell | 
More About Joske 
Radio Campaign 


WASHINGTON —Six _— successful 
copy approaches for retailers are 
described in the latest releases | 
from the National Association of | 
Broadcasters and the National Re- 
tail Dry Goods Association on the 
year-long radio advertising study 
conducted at Joske’s of Texas. 

The two new chapters deal with 
“copy” and “programs.” They are 
in addition to two chapters issued 
in October, and will be followed 
by two more analyzing Joske’s | 
radio experiences, one of them) 
devoted to “promotion.” 

Included in the chapters are de- 
tails on selection of departments | 
and items for radio: advertising; | 
mechanics of operation in produc- 
tion of radio copy; integrating 
radio advertising into the entire 
operation of the store; ‘“do’s’” and 
“don’ts” in writing for radio, and | 
specific copy techniques and ap- 
proaches for different types of | 
merchandise. Joske’s used _ the 
personal quality of radio and its 
power to suggest a specific action 


or trend of thought through “in- 
vitation approaches” and “sug- 
gested association” techniques. 


For scarce items or new goods, it 
tried a “shop today” message. 


Copy Had Dual Purpose 


The “brand” approach stressed 
quality, value and attractiveness 
of famous brand or fashion names, 
and in all cases conveyed the idea 
“Shop at Joske’s when you want 
this famous brand or fashion.” 


The store channeled the ten-)| 


dency of individuals to repeat in- 
formation of news value into a 
“word of mouth publicity” ap- 
proach. It devoted another set of 
programs to “store information” 


COSTS NO MoRE 


~E> 


Don't Be Satisfied with 
Ordinary Wasteful 


DISPLAYS 


May We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
moximum use, consistent results . . . 

We cre a Display Agency and cooperate 
fully with your advertising agency to 
“Pipe-in” the force of national advertising. 


FREE 


a 


OW 4 PROP TRIORAL FOOFT CF BALES FLAN & ACOOMPLEMED 


36 Pages... 420 Pictures an Exhibit 
of Performance... Write for a copy 
of it Today on your business letterhead. 


Interview with Principals « No Obligation 


AMERICA’S LARGEST ORGANIZATION 
SPECIALIZING IN 
MERCHANDISE PRESENTATION 


W. L. STENSGAARD 
¢ AND ASSOCIATES, INC. 
356 N. JUSTINE STREET - CHICAGO 7, ILL. 


to provide shoppers with per- 
tinent information about the store. 

Most Joske copy had a dual 
purpose: To create immediate and 
ultimate response. Approximately 
75% was both promotional and 
institutional. Institutional copy 
established the store’s character, 
identity and individuality; pro- 
motional copy dealt with specific 
merchandise or sales events. 

The study shows that successful 


copy gave listeners “something to | 


remember” or an idea to associate 
with an item, department or serv- 
ice. 


Buy Zanol Division 
The Zanol division of the Amer- 


ican Products Company, Cincin- | 


has been purchased by 
group headed by Albert 
Schuler, who is president, and 
John R. Weaver, vice-president 
and treasurer. 


nati, 


Joins Four A’s 

Ayer & Gillett, Charlotte, N. C., 
has joined the American Associa- 
tion of Advertising Agencies. 


Calvert Chooses 
‘Average’ Man 
in New Series 


New YorK—The “man in the 
|street” is joining the ‘man of dis- 
tinction” and the “man who cares” 
in a new advertising campaign 
launched this month by Calvert 
| Distillers Corporation. 
| Twice a week during February 
‘and March, from three to five inch 
ads will appear on the same day 
\in each of the 275 newspapers on 
the Calvert schedule, each ad fea- 
‘turing a different person’s name 
‘and telling why he has switched 
ito Calvert. One,ad, for instance, 
lreads, “John Elliot has switched 


, 


|is smoother,” and another, “James 
|'Hughes has switched to Calvert 
‘because Calvert whisky is mel- 
| lower.” 

Car cards too (Calvert claims 
|its program in this medium is the 
|largest for any brand of whisky), 
will carry the “Switch to Cal- 
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ivert” theme, with identical copy 
‘used with different cards simul- 
taneously in buses, street cars, 
‘trains and subways in major cities 
'throughout the nation. 

Posters, streamers, blotters, but- 
|tons and counter displays will fea- 


i'ture the same “switch” messages. | 


Geyer, Newell & Ganger is Cal- 
vert’s agency. 


| 


‘Butz Joins VanSant 


| Winston O. Butz has resigned 
|as an account executive with Ben- 
| Sons & Bowles, New York, to join 
'the account management staff of 
|/VanSant, Dugdale & Co., Balti- 
|more. In advertising 19 years, Mr. 
|'Butz has been connected with 
|Kudner Agency, Ruthrauff & Ryan, 
| Geyer, Newell & Ganger, Swafford 


|& Koehl, and in the New York ad- 


A. to Calvert because Calvert whisky | vertising department of General 


|'Foods Corporation. 


| Cutler Signs Up Welsh 


| Frederick A. Welsh has been 
/assigned to sign designing and 
|/customer contact of Cutler Sign 
| Advertising Company, Philadel- 
phia. 


“Budget Floor’ 
Takes Over in 
Field’s Basemen 


Cuicaco—Marshall Field & 
“Basement Store,” which ha: 
/eraged more than 25% of ta) 
store sales and between 33 ana 
39% of its transactions, has be- 
come the “Budget Floor” ang 
henceforth will stress steady » \er- 
chandising in the moderate | rice 
field. 

Plans for the new operation 
were outlined at a recent sup- 
pliers’ luncheon by E. E. Krogh 
merchandise manager, wh 
pointed out that the income oj 
61% of all consumer units in the 
U. S. is $3,000 a year or under. 
while 26% of all consumer units 
receive between $3,000 and $5 000 

With the basement store. he 
said, Marshall Field & Co. found 
| itself making two bids for the 
/same customer. The basement de- 
| partment and many upper floors 
| were competing with each other 
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upstairs, with the prestige it| chandise with the exception of 
ed to customers, took a good | furniture and some hard lines. 
of volume out of the base- | Eventually it will have 83 sepa- 
met store. As a result, the base- rate shops. 
met became more and more pro-| A five-year rehabilitation pro- 
no.onal, minimized regular lines | gram planned for the Budget 
anc put a premium on immediate | Floor includes new functional fix- | 
tures designed and built to show 
.e new plan, he said, will en- and sell merchandise to best ad- 
abil: managers in the upstairs sec- | vantage. 
‘jor.s to spend more time, space | —— 


money promoting quality| Banta Leaves Quaker 


s in the upper moderate and | : ; 
jignest price lines. After 46 years with the Quaker 


/'Oats Company, New York, ge | 


“Over the past two years, the) which he did not miss a day of 
get Floor’s advertising staff 


: service, H. R. Banta, New York | 
nas been at work laying a founda-| manager of export sales, retired | 
for these merchandising | Jan. 31. Mr. Banta joined the | 
anges,” Mr. Krogh explained.|company as a clerk and later | 
“In almost every ad such phrases | Worked in the Brooklyn sales dis- 
4s ‘Budget-minded customers’ and | trict before assuming export work 


| cesta da ) 
‘Better living on a_ budget’ ioe ae in New 


peared. This has been a deliberate | | 


effort to prepare the readers for) ° 
what was coming.” Appoints Kuehn | 


The function of the new Budget | Lloyd P. Kuehn, formerly art| 
Floor will be to take the sales | director and later production man- | 
seeniab otk te. upper: Geet oie (tin, Scceeed eet Gace’ gna 
pressure O IPP ; been appointed art director and | 
tions in the medium price field. | production manager of Coventry, | 


It will handle all types of mer-| Miller & Olzak, Chicago. 


Head Financial Admen | 


The New York chapter of the 
Financial Advertisers Association 
has elected the following officers: 


-P. Raymond Haulenbeek, execu- 


tive vice-president of the North 
River Savings Bank, president; | 
and Earl S. MacNeil, vice-presi- 
dent of the Continental Bank & 
Trust Company, and Daniel F. 
O’Meara, vice-president of Public 
National Bank & Trust Company, 
vice-presidents. 


Appoints Boggs 

Norman Boggs, vice-president 
and general manager of Station 
WLOL, Minneapolis, has been 
named president of the Inde- 
pendent Merchants Broadcasting 
Company, parent company _ of 
WLOL. 


Form New Ad Group 


Advertising Agencies Associa- 
tion of North Carolina has been 
formed with John L. Fort, Fort & 
Co., Charlotte, as temporary presi- 
dent. Other temporary officers 
are: 


¢€ te 
‘’ Budweiser ”: 


IT HAS RETURNED—With this effec- 

tive use of one word, Anheuser-Busch, 

St. Louis, marks the return of Budweiser 

to the three Pacific Coast states from 

which it was voluntarily withdrawn early 

in 1943. D'Arcy Advertising Co. is the 
agency. 


| Ayer & Gillett, Charlotte, secre- 
Noble T. Praigg, High Point,| tary, and John J. Larmer, Salis- 


vice-president; Mrs. Lewis Ayer,! bury, treasurer. 
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roughs’ ads in Busi 
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s of advertising than the next 3 
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hat’s why, in the “OFF 
Week carried in 1946 — 


*(b) More pages 
zine, of any 


shings and Supplies” clas 
1946, Business 
al business magazines 


blishers' Information Bureau anal 


%Based on Pu 
Addressograph-Multigraph Corp. 


~ NOT ONLY BURROUGHS! 


tisers in the “Of- . 
nd Sup- International Business Mac 


ies” classification who have 
Business Week for 


rs of business goods 


tise in Business Wee 


e one of their oldest adver- 
ness Week for 15 years of 
me new accounting equip- 


ers have found that advertising dollars 


_. the magazine directed 
ICE FURNISHINGS 


Week . 


of advertising than any maga- 
kind. 
GENERAL NEWS WEEKLIES 


Business Week 

_ Magazine B..-. 
Magazine Gx 
Magazine D 


BUSINESS ADVERTISING! 
sification, but in ALL 


the first choice of ad- 


Week was 
more pages 


or news-weeklies = 


ysis of 1946 advertising. 


Thomas A. Edison, Inc. 


Felt & Tarrant Mfg. Co. 
ines 


Remington Rand, Inc. 


continue to ad- 


k. because they know: 


you FIND IT, you FIND A 


WELL INFORMED 


‘Budweiser Uses 
Ettective Copy 
on Western Return 


| Sr. Lours—With a simple, dig- 
| nified statement of its policy, An- 
| heuser-Busch, Inc., maker of Bud- 
weiser lager beer, announced a 
little more than four years ago 
heerag it was voluntarily withdraw- 
ing its beer from California, Ore- 
| gon and Washington markets to 
| help relieve the then critical rail 
‘traffic problem on the Pacific 
{seam 

Last month, with impressive 
|newspaper copy in 18 West Coast 
‘newspapers, Budweiser returned. 
‘In the three states whose markets 
it had abandoned temporarily, 
Anheuser-Busch made extremely 
effective use of the single word 
“Back,” superimposed over an 
outline map of the three Pacific 
Coast states. 

Copy and illustration, done in 
styles used previously for Bud- 
weiser, was prepared by D’Arcy 
Advertising Company. 


Clemmer Joins Film Co. 


Richard W. Clemmer, recently 
released from the Intelligence 
service of the Army and formerly 
a partner of Albrecht-Clemmer 
Studios, New York, has joined 
General Film Productions Corpo- 
ration, New York, as associate pro- 
ducer of industrial and commer- 
cial motion pictures. 


Gets Food Account 


Superior Macaroni Company, 
Los Angeles, has named Bass- 
Luckoff, Hollywood, to handle its 
advertising. Car cards, outdoor 
posters, newspapers and radio will 
be used. 


| 


‘“ 
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SS 
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% As used in economics, 
“'High-Powered Money” re- 
fers to an expenditure that pro- 
duces further and greatly multi- 
plied income. 
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EDWARD PETRY & CO., INC.. 
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Of a $1,000,000 advertising ap-,of the annual budget have not} 


Magnavox Boosts propriation for 1947, the company | been disclosed. Maxon, Inc., Cate! 
. expects to spend $600,000 in con-| cago, is the agency. 
Ad Budget: Will sumer magazines and dealer co-| Frank Freimann, executive vice- | 


operative advertising, and for|president of Magnavox, said the| : .™ 
Not Add Dealers dealer displays. Magazines to be | company does not expect to add | Fike es “REALEMON 


| 
Fort Wayne, Inp.—The Magna-|used include Atlantic Monthly, |to its list of dealers. Magnavox | of 
vox Company, which during 1947| Better Homes & Gardens, House|Will be “strained to the limit” to WOOK Colifernie LEMON JUICE IN BOTTLES uy 
expects to increase its sales to| Beautiful, House & Garden, Na-|supply its present outlets, he de- pa 
about $30,000,000, compared with | tional Geographic Magazine,|clared. Magnavox now offers 14 ye 
more than $20,000,000 in 1946, has | Newsweek, The New Yorker, The|different furniture styles for its Ci 
expanded its advertising budget|Saturday Evening Post and Time.|radio products. eas 
| to almost three times that of °46.' Plans for the remaining portion ———_—_ Cl 
Plugs Evaporated Fruit WINTER SUGGESTION FOR TRANSIT PASSENGERS—This car card, part of 4 at 
' : new campaign that will include radio and newspapers, will appear in Renid he! 
: . MM. Se Oe ee ; Valley Evaporating Company,} Transit and Illinois Central trains in Chicago for Puritan Co. of America, Chi- 
: | 3 ee CS WES Yakima, Wash., has launched a| cago. A similar schedule started Feb. | in the IND division of New York sub. 
ae : ; newspaper campaign, to run once ways. Schwimmer & Scott, Chicago, is the agency. Br 
F A S ; a-week, — oa evapo- _ col 
, , rated apples an mpire evapo- : cy 
* ] o° rated pears. Gofdon Smith Ad-|McBeth Names Ensign Names Otto Agency ye: 
: vertising Service, Yakima, is the - — Machinery yg Avoset Company, San Francisco be 
agency. ittsburgh and Cleveland, sales|manufacturer of Avoset bottled cas 
Worth Rememberi we. . ———- ne ad ype or for gg es table —. ieee cream, has ap- wh 
ee aati ae al oie ; ment manufacturers, has named | pointe obert Otto & Associates, , 
Ss Becker Promoted F. A. Ensign Advertising Agency,|New York, to handle export aqd- “ 
ee Gerhard Becker, formerly as- | Pittsburgh, to handle its adver-|vertising. Newspapers and export e 
bie | sistant to the late Hadwin H |tising and promotion. Direct mail| publications will be used in Latin Mi 
/Richardson, head of the Chicage|and trade publications will be|America, China and the Philip- is 
In 1946, North Dakota: office of the Atlantic Monthly, has|used to promote Lubri-Cleaner, a| pines, with further expansion into sis 
| been appointed western manager,|pressure lubricator and cleaner|the Orient as deliveries become fie 
oo) | @ Had a total farm cash income of $587,694.577— with headquarters in Chicago. for heavy industrial machinery. possible. | 


fourth straight year over half a_ billion dollars. 


! me€ 

. . e | I 
@ Ranked fourth in the nation in total harvested | ag 
ts 
| ®@ Led all states in production of barley, second in pe 

wheat and flax, third in rye, “a 
x an 

| @ Produced more than 90% of the nation’s durum, W 
| 50% of the hard red spring wheat, Ne 
P : gu 

@ Averaged a gross income of $8,453 per farm. th 
st ali t . th - * we 
gan | North Dakota is only a part of KF YR’s six state primary— th 
ay but the story is the same in all this rich territory. th 

2 i " e . . - mer 

es Folks in KFYR-land just naturally turn to KFYR to learn ” 

SSorw® GOS 4 i > i 
how best to spend their wealth. They've been doing it th 
‘ | for twenty-one years—because KFYR’s strong signal is O 

~ easily heard—because KF YR gives them the best of the 4 

_ top NBC shows, liberally spiced with KF YR’s own ° 
local shows, tailored to the particular tastes of its territory. | 

If your advertising plans include this great Northwest, ¥ 


KFYR is a MUST on your station list. 


oo" 


for Quicker Sales 


4 


Let WTAR-Norfolk boost your sales curve, shrink your sales costs 


Compare WTAR's audience delivery per ad- control of this concentrated, substantial mar- 
; | vertising dollar with any you choose to check. ket more listening customers than all other 
9 F | See why it's your thrifty choice for quicker tat combined, outside listening practically 
: | sales, richer profits. nil. (Hooper, Oci., Nov., '46) 
— HERE'S WHAT YOU GET... PROVE IT. 
A mpact nomically mer ndised mar WTAR-Norfolk ‘is ready—right now—to do 
0 cust the in efficient profitable job for you. Let's talk 


na now, 


HERE'S HOW... 


WIAR live 


Edward Petry & Co 


a NBC AFFILIATE | 
5,000 Watts Day and Night 


NORFOLK VIRGINIA 


National Representatives: 
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Classified Ad 
Volume a‘Must, | 
Ahrens Declares — 


‘HicaGo—The new Encyclopedia | 
Classified Advertising is a | 
“must” for all newspaper offices | 
and the nation’s colleges and. 
‘ools as well, Ralph Ahrens, 
Chicago Daily News, told mem- 
pers of the Mississippi Valley | 
Classified Advertising Managers | 
their eighth annual meeting 
re Feb. 1-2. 
Vr. Ahrens, who served as pro- 
‘am chairman, said the task of 
compiling and publishing the en- 


years. Copies, at $7.50 each, “ad 
being supplied by Bert Reh, Lan- | 
caster Newspapers, Lancaster, Pa., | 
who headed the encyclopedia com- 
mittee, and the Association of 
Newspaper Classified Advertising | 
Managers, New York. The volume 
is devoted to an exhaustive analy- | 
sis and study of newspaper classi- 
fied advertising. 

Stressing the importance of the | 
newspaper -classified ad depart- 
ment, Felix Towle, general man-_| 
ager of the national association, 
pointed out that classified adver- | 
tisements “are written by the. 
people and for the people” and) 
“are an expression of the wants | 
and needs of the community.” | 
William Conrad, publisher of the) 
News, Medford, Wis., another 
guest speaker, reminded the group 
that there are more than 10,000 
weeklies in the country and said 
that the want ads greatly influence 
their readership. 

Earl Beach, Gazette, Kalamazoo, | 
Mich., was elected president of | 
the Mississippi Valley group. 
Other officers named for the 1947- 
48 term include: Ist vice-presi- 
dent, Ken Nattress, Journal-Times, 
Racine, Wis.; secretary, E. C. Mc- | 


KEY TO PROFITS | 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 

Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 


This book will help you. It |) 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY — $2. 


ADVERTISING PUBLICATIONS, INC. |. 
100 E. Ohio St. Chicago 11 


LL IN AND MAIL THIS COUPON 


TODAY 

| ivertising Publications, Inc. 

boiv. 207 1 
1 00 E. Ohio St., Chicago 11, Ill. 1 
I ntlemen: ! 
| ase send me —— copies of “Successful , 
| sles Training.” Enclosed is $———. I 
| 1 
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Cann, Herald and Review, De-| formerly assistant editor of West-| Makes Hurst a Partner; 


catur, Ill, and treasurer, Joe 
Klouda, Times, Davenport, Ia. The 
outgoing president, Gilbert Gil- 
lette, Journal, Flint, Mich., be- 
comes a member of the board of 
directors, which also includes Mr. 

hrens; Ernest Roberts, Journal, 
Peoria, Ill., and Bernard Marshall, 
Argus, Rock Island, Ill. 


Open PR Office 


Cameron-Nicholas Publicity 


ern Radio News and publicity man 
for the city of Los Angeles. 


Publicker Names Behney 


rector of state stores of the Penn- 
sylvania Liquor Control Board, 
has joined the alcoholic beverage 
|division of Publicker Industries, 
Philadelphia, in a sales executive 
capacity. 


Elects Benn 
Howard L. Benn, 


Agency, specializing in public re- | sales operations of Brunswick- 


lations and promotion for radio| Balke-Collender Company, 


Chi- 


accounts, has been formed at 6123 | cago, has been elected to the board 
Selma Ave., Hollywood 28, by Wes|of directors of Gould Brown & 


'Cameron, formerly Pacific Coast | Sumney, Inc., Chicago. 
E | manager of William G. Rambeau | retain his position with Bruns- 
yclopedia took four and a half! Company, and Fred M. Nicholas, | wick. 


| 


Donald A. Behney, formerly di- | 


Appoints Whitney V.P. 


R. Peter Hurst, formerly with 
MacManus, John & Adams, De- 
troit, and J. Walter Thompson 


|\Company, San Francisco, has ac- 


director of. 


He will | 


cepted a partnership in Harring- | 


ton & Buckley, San Francisco. 
George Whitney, formerly sales 
and business manager of Station 


KFI, Los Angeles, has been ap-' 


17 


pointed a vice-president and resi- 
dent manager of the agency’s Los 
Angeles office. 


Appoints Evans Agency 


Ideal Industries, Sycamore, IIL, 
manufacturer of specialty equip- 
ment for all types of industries, 
has placed its advertising with 
Evans Associates Company, Chi- 
cago. 


es ARROW aS 
; PHOTO COPY CO. : 


CHICAGO nz 


414 SO, STATE STREET 612 NO. MICHIGAN Avi 


FEBRUARY ISSUE 


SETS ANEW RECORD 


Advertisers used more pages and invested more dollars 


in the February issue than any other issue of 
The Progressive Grocer or any other food trade publication 


To keep the trade informed of how to sell more of their prod- 
ucts advertisers are now using more space in The Progressive 
Grocer than ever before. They know it gives them tested 
and proved coverage of the most receptive, most sales- 
conscious retailers, wholesalers and brokers in the food trade. 


Its tested and proved circulation — built on 25 years of experience — covers the 71,000 top retailers, 
supermarkets, chain headquarters, wholesalers, voluntaries and brokers who sell or directly influence the 
sale of 90% of the volume of grocery and combination stores. That's coverage where sales count most. 


Its tested and proved $iZ@ is preferred by retailers. Pocket size is the convenient size. It 
translates the desire to read into actual readership. That's why The Progressive Grocer gets high 
readership — at home as well as in the store. Store owners, store managers and store clerks all . 
read it — and read it thoroughly because .. . 


Its tested and proved editorial policy gives merchants what they want. Retailers are 
hungry for information that will tell them how to do more business and how to make more 


money — how to build displays to sell more . . 
_ how to advertise to sell more 
.. how to meet and beat competition . 


more .. 
costs . 


where the best 
retailers in the 
a food trade 
m get their best 
i selling 


information 


The 


. how to tie-in related products to sell 
.. how to interpret business trends . 
. how to make larger profits. 


. how to cut 


That's what they find in The Progressive Grocer. That's why they use it as their operating 
handbook. That's why they rely on it. That's why they act on it. And that's why advertisers 
use more pages and invest more advertising dollars in The Progressive Grocer than in any 
other food trade publication. 


PROGRESSIVE 


GROCER sacs nse 


of the grocery trade 


NEW YORK + CHICAGO + SAN FRANCISCO >+LOS ANGELES 
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Field & Stream provides sales-producing “double exposure.” 


| Advertising in Field & Stream is exposed to key sportsmen who 
| have the money and the desire to buy. Retail sporting goods 
| dealers know from experience the sales value of “advertised in 
Field & Stream,”’ and give such advertised products prominent 
point-of-sale display. 


For sales results it’s ‘“double exposure.”’ Field & Stream pro- 
vides ‘‘double exposure.”” That’s why— 


| 
| MORE ADVERTISERS USED MORE SPACE IN 1946 IN FIELD & STREAM 
THAN IN ANY OTHER OUTDOOR MAGAZINE! 


THE LEADER—More recreation equipment 
advertisers used more space in 1946 in Field 
& Stream than in any other outdoor publica- 
| tion. These advertisers appreciate the double 
} value that ‘‘double exposure” provides. 
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AMERICA’S NUMBER ONE SPORTSMAN’S MAGAZINE 
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Exposed First 


IN FIELD & STREAM 


Pleased with results, a manufacturer of decoys | 
writes: ‘'. .. I would say that 75% of our j 
business came from Field & Stream onl 
readers.’’* The many advertisers who make 
Field & Stream a “must” on their outdoor 
lists will tell you: It’s far more important to 
reach the key sportsmen than to reach the 
most people! 

Proof of results from the advertiser 


*From the testimonial letter files of Field & Stream 


Exposed Second 
AT THE POINT-OF-SALE 


A recent survey among sports dealers asked, 
“Which outdoor magazines do sports dealers 
turn to for suggestions regarding . . . goods to 
stock ... ?’’** The dealers’ first choice by a 
wide margin was Field & Stream. This is 
proof of Field & Stream’s influence at the 
point-of-sale—and proof of the fact that 
dealers are interested in selling products 
advertised in this magazine. 

Proof of dealer influence 


**From Richard Manville dealer survey 
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Continental Air, 
Crashless Line, 
Starts New Series 


which in 12 years has never had 
crackup which injured passengers, 


has started a newspaper campaign | 97.35% 


in 26 on-route cities which will 
stress Continental’s safety, depend- | 
ability and progress. | 

The company expects to run the 
campaign for two months, and will | 
spend about $15,000 to find out if) 
it can sell safety and traffic simul- 
taneously. 

Its first copy, which broke Jan. | 
30, was headlined “It’s safe to fly | 

. a frank message about safety 
from the president of Continental 
Air Lines.” Embellished with a) 
photograph of Robert F. Six, Con- | 
tinental’s chief, the copy said: 

“Every one of you is entitled to 
know the facts about airline safety. | 
Those facts, briefly stated, are: 
The domestic airlines of the U. S. 
during three years just completed, | 
achieved the finest record of safety 
in their history. In fact, 1946 
showed a 40% improvement in| 
safety over the preceding year.. .| 

“Continental’s own record of | 
safety is unsurpassed in the annals | 
of public transportation. There. 
has never been a fatality, or even | 
a slight injury, to a Continental | 
passenger . . . Continental planes | 
have carried 560,000 passengers a | 
distance of 200,000,000 passenger | 
miles. .. Do you think any railroad 
or bus company can equal Conti- | 
nental’s record of safety for you— 
the passenger? Do you know that 
it’s twice as safe to fly as it is to 
drive your car!” 

The line’s record, said President 
Six, is largely due to the fact that 
its pilots are “family men, and 
their ambition is not only to fly 
well, but to grow old.” Other fac- 


/conservative flying policies 
amount of revenue will tempt the 
| company to risk the safety of a 
DENVER—Continental Air Lines, passenger”); dependability, abet- | ) 
. q | ted by the finest flying weather in |ronto, is the agency. 
jthe country (the line completed ee 


| the agency. 


Local advertisers know when they 
get results from their advertising 
dollar. In the rich agricultural belt of 
Eastern North Carolina, WRRF is the 
favorite of local advertisers, because 
they know it sells their market... a 
market with an annual income from 
tobacco alone of over $175,000,000. 


One merchant used WRRF exclu- 
sively to advertise his services. He is 
now happily building a new, en- 
larged plant to take care of his 
increa business. A food product 
concentrated its advertising budget 
for the area on WRRF and increased 
its sales volume 400 per cent through- 
out this territory of 600,000 potential 
buyers. 


By concentrating your sales effort 
on WRRF, you too can cash in on 
this ‘as good as gold’ market .. . if 
you want to sell Eastern North 
Carolina . . write us for 
details. 


"A 
/ TAR HEEL 


~ BROADCASTING SYSTE 
Coroline 


ABC NETWORK 


| tors: topflight maintenance (its 
|maintenance department won the 
Aviation Maintenance Award); 
(“no 


of its scheduled flights in 
1946); improved communications 


and aerological facilities. 


Galen E. Broyles Company is 


Celebrates Centennial 


Canada Life Assurance Com- 
pany, Toronto, is running special 
600-line copy in a selected list of 
daily newspapers across Canada 
to celebrate its 100th year in busi- 


ness. Cockfield, Brown & Co., To- | 


Reed Joins Foster 


Egbert C. Reed, formerly with 
Ronalds Advertising Agency, Mon- 
treal, has joined Harry E. Foster 


| Agencies, Toronto, as head of the| chandise. 


Advertising Age, February 17, | 


|plans board committee. The|be published two months in 
,agency has been named to handle | vance. 
|the advertising of Weldrest| 


|Hosiery Ltd., Toronto. | Airs New Radio Show 


_ Loma Linda Food Company, 
Angeles, is sponsoring a new 

Hardware & Metal & Electrical minute program entitled “Me). 
Dealer, Toronto, is offering a dis-| House” over Station KNX 
/play and buying guide for every |seven other stations of CBS’ C 
week of the year. Pictures of two|fornia network. The progran 
original window displays will ap-|aired on Mondays, Wednesd 
|pear in every issue, showing 52 \and Fridays, 4:15 to 4:30 p 
|ways to increase sales by attrac- PST. Elwood J. Robinson Ad\ 
|tive displays of seasonable mer-|tising Agency, Los Angeles, is 
Display schedules will | agency. 


Offers Display Ideas 


To sell anything MEN buy 


REACKEK 
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vertising Age, February 17, 1947 
of | continuing study of public reac- 


Elder Finds Radio |*%;: 
such controls as refusal to take|tions ... to find out just where 


Conceding the 
Cc 7 
till Ignorant certain kinds of advertising and | and why radio may be failing in 
= ff censoring scripts on the basis ofits job of public service, either b 
of Public’s Wants | : 


what is or is not good taste, Mr.|sins of commission or by sins of 
New YorK—The radio industry Elder “challenged” these controls| omission,” and characterized as 
still does not know enough about|as “dangerous when exercised by “ludicrous” the only “research” 
radio listening habits and the/individuals or small groups who he had seen on such questions as 
preferences of different kinds of/|rely on their personal prejudices.” | hitch-hikes, cow-catchers and sta- 
people, Robert F. Elder, vice-|He said the industry is guessing, _ tion-break announcements. 
president of Lever Brothers Com-|instead of knowing exactly what) Mr. Elder scored the current 
pany, charged recently before)|the public thinks. /*mania” about ratings, which he 
the Radio Executives Club of New He urged a “comprehensive, | described as a “crude measure- 


“propriety” 


menting in “new and untried fields 
which may produce fairly low 
‘ratings, yet still create listeners at 


a lower cost per thousand than 


21 


|painstaking, absolutely unbiased |ment” tending to prevent experi- /WGBS, 10,000-Watter, 


Joins CBS in June 

Fort Industry Company’s 10,- 
000-watt Miami station, WGBS, 
will quit the American Broadcast- 


ee, wd bag aig -teting ‘DIE | ing Company’s network June 15 
petal coda, ‘to become the 165th affiliate of the 
To P A : Columbia Broadcasting System. 
To Pan American WGBS holds a permit to increase 

, y ; power to 50,000 watts. CBS’s 
| Radio International, Tangier, 


|North Africa, station, has named | 


|Pan American Broadcasting Com- 
| pany, New York, its exclusive rep- 
| resentative. 


\\ * . . . . . 
Prppuine the proverbial ice boxes to Eskimos is no more ridiculous than 


some media 


selling —and buying. Just as the ice box salesman heads for the tropics, the wise advertiser 


heads for the publication where reader interest is ‘hot’. . . where reader minds are extra 


? 


responsive. When you can find a magazine whose readers pay money for it in order to 


learn, that’s as perfect as having a carload of Frigidaires for sale at the equator.” 


—KENNETH W. AKERS 
GRISWOLD-ESHLEMAN CO. 


* * * 


Right there you have it, Mr. Akers—the potent success formula of 
Popular Mechanics. The alert, inquisitive, wide-open ‘P.M. MIND” 
wants to be informed. Constantly, tirelessly, it seeks useful new facts 
and ideas—not only in editorial features but in advertising as well. 
Readership studies now show more than 32 MILLION of these extra 
responsive “P.M. MINDS"—a big, lively market for any man-bought 
product. 


|present Miami affiliate is WQAM, 
5,000 watts daytime, 
nights. 

Another Fort Industry station, 
50,000-watt WWVA, Wheeling, W. 
Va., also will desert ABC to join 
CBS in June (AA, Dec. 23, Jan. 6). 


1,000 watts 


‘Newspaper Group Elects 


| Leo Joncas, publisher of the 
| Journal, Biddeford, Me., has been 
‘elected president of the Maine 
|Daily Newspaper Publishers As- 
sociation. Other officers are James 
'D. Ewing, co-publisher of the 
Commercial, Bangor, vice-presi- 
dent; Edward Byron, assistant 
business manager of the Kenne- 


/bec Journal, Augusta, secretary, 
‘and Russell H. Costello, general 


manager of the Journal and Sun, 


| Lewiston-Auburn, treasurer. 


Nation’s Business 
hs MORE 


than any other 
business magazine ! 


“MORE presidents, 


general managers, 


board chairmen— 


“MORE executive 


subscribers in every busi- 
ness classification— 


“MORE executive 


subscribers in every in- 


dustrial area— 


“MORE executive 


subscribers in every pop- 
ulation group— 


“MORE tota! paid 


circulation at the lowest 
cost per thousand— 


In Advertising to the 
$300 BILLION 
Business Market, 


Nation's Business 


IS BASIC! 
“And naturally MORE readership 
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OF A SERIES ON CSMA #8 


Retail Drug Markets 
COMPARISON BETWEEN MAGAZINE 


TO HELP YOU 


COVERAGE OF TOTAL POPULATION 


10 YEARS OLD AND OVER 

= Collier's LIFE Post 
IN THE 12 STATES WITH THE HIGHEST Massachusetts..............10.3%..... Sy , errr 

PER-CAPITA DRUG SALES re eee __* MRE Pe ener DES. Sivan 13.9 

(Plus Dist. of Col.) es ee (tall SS nN oe a Sete ial 5 ats 12.0 

" EON c.'2.5 5 kava x eee eG a ee eee eres MEE 8 aan Se hear oe eae 14.3 

eso. ok uch stene cs eee eer Bed bono ey 11.6 

hice 84 a5 des » xo Sots eer ee PE: Gites pele ates Bo 10.5 

NS 6 Seely ees 4g, eins a AS et re ee BOM. Sa OWN wien aw 3% 12.5 

SR ats SyPic Pies 6 eke 4 reer pe eee SS a ree 14.4 

5.4 chee inietcsad | Ae eee DU) 6G wate bake 3 os 17.1 

I a ay Ri ae ME date eae, ME 2807 Bees 1 ce ce 14.8 

EE ere: eee rere .29.3 17.3 

ER se eS eg ated helene ® | ee a 28.9 21.9 

Collier’s has 12.70 coverage — LIFE has 24.7%, coverage Dist. of Columbia........... a. eee eee lll 16.6 
Post has 14.5% coverage COVERAGE... |. re anaes ee 14.5% 


COVERAGE OF TOTAL POPULATION 
10 YEARS OLD AND OVER : 


Collier's LIFE Post 
eee 8.1%. 23.29 14.1% 
Golawere.......... ; oe: a ee ee .. 24.4 1383 
Maryland. __. , ae! Se ..10.4 
pS eer 12.7 ere ere 11.0 
Mlinois 9.4 OE Aca ee 12.7 
Kansas . Lee Be stat ore 22.3 12.5 
Oklahoma Neer eT eet. | ROE ee ie ee ee . 9.8 
Texas. .__. te E3 LP? wot Adve daae BO bay. echin- vie ORR 9.6 
Montana 14.7 BEY: (Grd Wii 4 ad.ala-o2 18.6 
Utah. . Perr. we, cere rs were y Peers ree 10.0 
Arizona Sawer: |. ares 23.3 14.2 
Washington . Es 5 Nace he Oe 27.2 19.0 

COVERAGE........... 10.6% . .... 812% 12.2% 


Collier’s has 10.6% coverage 


Post has 12.2% coverage 


Ww’. is the true relationship between audiences of the 


3 mass weekly magazines and the state-by-state re- 


tail sales pattern for various products? 


For the first time in magazine history, vou can get the 


answer to this question quickly and easily ... from LIFE’s 


Continuing Study of Magazine Audiences No. 8. 


The maps above show the per-capita drug-sales pat- 
tern for the 48 States and the District of Columbia. 
With each map are coverage figures for Collier's, LIFE, 


and The Saturday Evening Post. 


Pick the state you want to study. Opposite it are fig- 
ures showing what percentage of that state’s population 
has access to drug-products advertising appearing in any 
one of the 3 mass weeklies. 

These charts and state-by-state figures are only a sam- 
ple of the many new and important findings which LIFE’s 
CSMA #8 now makes readily available to advertisers 
and their agencies. 

The complete report, supervised by the Magazine 


Audience Group, is now available. 


IN THE NEXT HIGHEST 12 STATES 


LIFE has 21.207 coverage 
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NALYZE YOUR DRUG SALES PICTURE 


INE | COVERAGE AND PER-CAPITA DRUG SALES 
: 
COVERAGE OF TOTAL POPULATION 
10 YEARS OLD AND OVER 
ne @ Collier's LIFE Post 
"p 
IN THE THIRD HIGHEST 12 STATES ee eee <a ee 13.7% 
Tana * aaarareeraee me meee a Me ha red eae ds s 12.2 
SN ih SNA Ki nek wie sadie: SRA Sa So ep ee 22.3 11.5 
, RSE AC ae ke Se Se. aay Uist aey we 19.9 .. 10.0 
Ee ee Saee. vivawen swede nie Sac neces 16.1 
New Hampshire............. WOE. - a tie Mid p ony eee i ER ee 14.8 
MN Sie bs ciese sss veuee eae ere SE op ee 10.5 
Nc ied Fh h wie weide Civ dead 8 ee Pe ee PERN 5 Seater ues... ; 11.0 
IE a SE dis sncccary eee 2 a eee 11.9 
8 ee eee eT Pee ee DUE 5° > Wades ae eA 11.9 
Ris Gee. 6g ante Gy eon Pee? “wie paket 4 24.7 std eats 14.3 
Collier’s has 10.0% coverage LUFE has 21.4% coverage gk re ee Ree ee di sk eae scl 
mi Post has 12.2%, coverage COVERAGE........... Sree rer i Seecs.y > os + edee 12.2% 
COVERAGE OF TOTAL POPULATION 
10 YEARS OLD AND OVER 
Collier's LIFE Post € 
TES Rede ye eS ), ee | . na! IN THE LOWEST 12 STATES 
Ee eee ae eee CS a ere 
Ee ee ee ee ee ree i” Serre pre ree ee 7.6 
ee eee i Peer een Eee i Sa a 
South Caretina.............. ee Sa aws pho eadewas Pe ree eee ee s. CF 
NS cr ioe G0 o's we Laas * BP ere we eee es BAS . dbus eee a 7.1 
RPS | ae eT ere | ST ry ee F 
SS ee 9. due as naa 9h ee a ad wl | See a OS 
NS 5. args Ceo 5 dn WN OR ee Sgn eS CS Pr ere re rere 6.2 
EL... deal oes ewe Be ae elt ke epee | eee et eee eee 7.3 
CET ETA TLE ee tg ted vickvas “4.0 OOEvenedan 7.4 
overage North Dakota............... OB 6... - eee WB eee eee eee pons Collier’s has 6.8% coverage — UFE has 15.6% coverage 
COVERAGE. .__....... | Se lL. Post has 7.5% coverage 
MILLIONS 
25 
2 HERE ARE THE mn 
mm 20 |— NATIONAL WEEKLY MAGAZINE AUDIENCES . 
IV (From Report *8, Continuing Study of Magazine Audiences) 
n- 15 |— 
“e 12,700,000 
a 10,900,000 
: er 


...Now more than 22% million readers every week 
—the largest weekly magazine audience in America 


POST COLLIER’S LIFE 
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24 
ins '\San Francisco, has joined the) 
Buccello Jo Stuart |Charles R. Stuart Agency, San 


Henry Buccello, formerly ad-| Francisco. Lynn D. Buchanan has | 
vertising manager of Butler Bros.,| been named to succeed Mr. Buc- 
cello at Butler Bros. 


C. C. Maes has been promoted | 
from general manager to assist- 
jant to the president of the Hous- 
ton Post and Lloyd Gregory has 
been advanced from managing 
editor to vice-president and gen- 
‘eral manager. 


THE LETTER SHOP, ee. 


431 S. Dearborn 8t., Chicago 5.1 }inois 


Lower Newspaper 
and Magazine 


Air Rate Asked 


Post’ Ups Maes, Gregory WASHINGTON — Postmaster Gen- 


eral Robert E. Hannigan recently 
proposed a reduced rate for air- 
mail shipment of newspapers and 
magazines to foreign countries. 


| While he did not indicate what the 


rate would be, he said it should be 
'sufficiently low to open the way 
for increased American news dis- 
|patched to foreign nations. 


Advertising Age, February 17, 1 


ESSO REPORTING—Snapped at a meeting of merchandising managers of »|| 


| y A 
iT 4 A LO % G LO * 6 nw AY | Aeronautics Board to reduce the 
J ‘fee that the department pays in- | 


In order to set the lower rate, | 
\'the Post Office wants the Civil | 


ternational air carriers. At pres- | 
/ent the department claims to be 
|paying substantially more than is 
‘charged private individuals for 
‘shipment of news publications. 

| Once CAB acts, the Post Office 
‘plans to reduce charges on news 
publications, but would charge 
enough so that the service will be 


divisions of Standard Oil Co. of New Jersey are R. N. Keppel, general men. 

ager of marketing; R. M. Gray, manager of advertising and sales promotion: 

. D. Donald, manager for New Jersey division; R. H. Crum, in charge of the 

"Esso Reporter," and Harry C. Marschalk, partner in Marschalk & Pratt, Essc's 
radio agency. 


Emery Joins Leo Burnett |Weimer-Olds Formed 


Jacob A. Emery, formerly with} C. F. Weimer and Robert Olds, 
the marketing and research serv-|both with experience in news- 
ice of Dun & Bradstreet, New/|paper, radio, public relations and 
York, has joined Leo Burnett| advertising fields, have formed 
Company, Chicago, as research|the Weimer-Olds Organization at 
director, succeeding Arthur A./|33 N. High St., Columbus, O., to 


Porter, who has been named an|handle advertising and public re- 


self supporting. 


'account executive. 


lations. 


| 
| 
.. . but here’s a short | 


cut to quick sales 
in Northern India! 


Measured in miles, DELHI is re- 
mote from America, but in terms of 
sales, there’s a short cut to reach the 

millions of buyers in Northern India 

—via The Hindustan Times and The 

Hindustan! 


Both these dailies, published from the 
Capital City of India, New Delhi, cir- 
culate throughout the Delhi Province, 
the Punjab, N.W. Frontier Province, The 
United Provinces, Rajputana, Central 
India and the Central Provinces. 


The Hindustan Times is printed in Eng- | 
lish, The Hindustan in Hindi. Both have a_ | 
high quality of readership, quite apart from 

the size of the territory they 


ke) _- cover. 
i fe al 4 
. *Oustay TIMES _AuWous® ot 


Please obtain full particulars from:— 


THE HINDUSTAN TIMES LTD. 
2/3 Salisbury Court, Fleet Street, LONDON, E. C. 4 
Cables: HINTIMES, LONDON 


-ideal for commerce a 
with our friends— iy ee 
south of the border 6 on 


CURRIES FAVOR WITH INDUSTRY 


@ That’s Why Waco Industry Is Booming! 


@ That’s Why Waco Bank Debits Lead the Southwest 
Today! 


@ That’s Why Waco’s Two Daily Newspapers Led 
Texas in Increase in National Linage in 1946! 


e@ That's Why You Will Want This Rich Central 
Market in 1947! 


@ That’s Why Your Media Should Be— 


THE WACO NEWS-TRIBUNE 
THE WACO TIMES-HERALD 


@ Morning = —@ Evening + © Sunday 


i should teach us to be most on our 
guard to protect liberty when the Government's purposes 
are beneficial. Men born to freedom are naturally alert to 
repel invasion of their liberty by evil minded rulers. The 
greatest dangers to liberty /urk in insidious encroachment 
by men of zeal, we// meaning, but without understanding. 


—JUSTICE BRANDEIS 


Moulding in vinylite with the Plastic Mould Elec- 
trotyping System probably represents the greatest 
improvement in the industry’s history. Among the 
advantages are accuracy of reproduction, the ability 
to duplicate electros from the same mould, elimina- 
tion of distortion, the release of standing forms and 
permanent storage of moulds. * P & A has this 
new equipment. It is fully installed and in oper- 
ation. We think so well of its performance that 
we have another complete unit on order for early 
installation. * This is evidence of the close scrutiny 
P & A exercises toward new methods and proc- 
esses. As a result, customers are provided with the 
benefits presented by modern, proved equipment. 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE HARRISON 3732 


ELECTROTYPERS » NICKELTYPERS » MATRICE MAKERS » STEREOTYPERS 
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Holeproof Breaks | 


Promotion for | 


°5th Anniversary | 


| 
(Picture on Page 69) | 

MILWAUKEE—With nylons back 
in quantity, and expanded lines 
o! lingerie and men’s socks in 
production, Holeproof Hosiery 
Company is unleashing, for its 
75th anniversary year, the largest | 
acvertising and merchandising 
campaign in its history. 

Four-color copy for Holeproof’s | 
women’s nylons will run in March | 
and May issues of Mademoiselle, | 
and in April and June issues of 
Vogue. Women’s hosiery copy will 
feature Holeproof’s DO-RE-MI 
lengths for the _ proportioned 
women’s hose (DO for small 
women, RE for medium and MI 
for tall). 


For Holeproof’s Luxite under- |. 


things, copy will appear in full- 
color pages in April and June_ 
issues Of Mademoiselle, and in' 
March, May and June issues of) 
Vogue. Black-and-white copy for | 
Luxite will run in Ladies’ Home | 
Journal, Life, This Week Maga- | 
-ine and also the “Kirkeby Hotels | 
Magazine.” Newspaper copy is'| 
scheduled in the Chicago Tribune | 
and New York Times Magazine. | 

A consistent trade campaign is) 
planned for business papers in-| 
cluding Corset & Underwear Re- | 
view, Men’s Reporter, Women’s | 
Wear Daily and others. 

Men’s socks will be promoted | 
beginning with a full-color page 
in The Saturday Evening Post 
followed by pages in Look and 
Pic. Two-color ads will run in) 
Esquire for April and June plus 
black-and-white copy in Time. 

Ruthrauff & Ryan, Chicago, is 
the agency. 


Socony-Vacuum Ups Two 


Herbert Willetts, formerly man- 
ager of the central marketing re- 
gion of the Socony-Vacuum Oil 
Company, New York, has been 
appointed to the newly created 
position of national marketing 
manager. He joined the company 
as a clerk in the tank and pump 
department in 1923. H. T. Ashton, 
formerly manager of the com- 
pany’s Lubrite division, St. Louis, | 
will succeed Mr. Willetts in the | 
central marketing region. 


—<—— 
COME OUT 
FROM 

UNDER 
THAT 
BUSH (Ky-)! 


| 
| 
trim Bush 


hi—you can 
(Ky-) off your coverage aims In 
ys 


job 
ill do a top j° 
Kentucky, —“ Peon 5000 watts 


t coverage 


Yes, S 


Bushes!) to 
in Kentucky. 
Free & Peters 


Write us—°r 
for the whole story: 
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‘Free Press’ Ups Hatie 


Gilbert J. Hatie, in charge of 
women’s wear store advertising, 
has been named manager of retail 
advertising of the Detroit Free 
Press. 


Opens Business Courses 


The City College School of 
Business, New York, on March 3 
will again open its 


| management, and sales training. 


15-week | York, has been named to direct 
courses in retail store manage- | the advertising of Margot Fashions, 
ment, advertising, small business | New York, maker of rainwear and 


/March 3, and will include retail 
credit practice and foreign trade 


25 
es oe ay rd ais dee Reynolds Promotes Fox | Appoints Creveling 
five-day week, opened Feb. 10 and | Reynolds Metals Company has | Grey Creveling has been ap- 
may be extended to March 13 | promoted Paul H. Fox from divi-| pointed general promotion man- 
Evening courses will also begin | ional manager for the central | ager of the San Francisco Ex- 

states area, Chicago, to assistant! aminer, succeeding Edward J. 
general sales manager of the! Reap, who has been made director 
aluminum division, with head-| of public relations of the Los An- 


EG Ht SERIE 16 TAS Cunets. quarters in Louisville. 'geles Times. 


Gets Fashion Account 
Seidel Advertising Agency, New 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. 


BAY STREET 
WINNIPEG 


ADVERTISING MERCHANDISING 


TORONTO MONTREAL REGINA CALGARY EDMONTON VANCOUVER 


sportswear. 


A—Your message glows! 
Engraved lucite or etched 
glass with functional 
stainless steel base and 
trim. Concealed fluores- 
cent tube gives it unusual 
lighting effect. 


D — The famous Streamliner ! 
fluorescent display that has real sales appeal. 
Single and double faced models in enamel 
finished metal with chrome trim. 


Sensational Electric Dis- 
plays that sell your prod- 
uct again and again. . 
where it counts ... at the 
Point Of Sale. 


Set : 
SN de ae re 


(C) 


B-C—Parallelogram, cir- 
cular and oval type Elec 
tric Displays with pat- 
ented frame of Neon tub- 
ing embedded in glowing 
molded plastic. Brilliant 
Neon tubing spells your 
message. 


Sensational 


Write for full particulars 
... or send requirements. 
Sketches and ideas sub- 
mitted without charge or 
obligation. 


ADVERTISING DISPLAY CO. 
1216 Jackson St. 


Cincinnati 10, Ohio 
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Papers Should 
Modernize, King 
Tells Publishers 


RocHEsTeR — Newspaper pub - sterdam Evening Recorder, was 
lishers who still publish news- reelected secretary-treasurer. 
like those of| 
Howard 
King, York, Pa., typographer, to 


papers that look 
1925 were advised by 


begin to plan for “tomorrow.” 


Mr. King, who addressed a re- 
cent meeting of the New York 
State Publishers Association here, 
specifically advocated a greater 
use of color, larger photographs, 
a smaller size paper with larger 
type, and more consideration for 


department store advertisers. 


The quality of present news- 
paper color printing was described 
by Mr. King as “just fair,” but he 
said that “superb color is now on 
your very doorstep.” Larger pic- 
tures, more of them, and careful 
spotting to build a balanced, read- 
able page were advocated by Mr. 
King, who also forecast that such 
a paper might be worth 10 cents 


a copy to its readers. 
Department store 


and (4) color. 
In the 


than the regular 


O. Dapping, 


advertisers 
have objections to present news- 
paper service, he indicated, and 
said stores asked (1) better cuts 
—‘Newspapers will be forced to 
resume production of good cuts 
or reduce their rates to cover ad- 
vertising only and allow adver- 
tisers to have decent cuts made”; 
(2) improved printing techniques; 
(3) better types and typography, 


interest of readability, 
Mr. King thinks newspapers will 
eventually go to a size smaller} 
1642x223 trim 
size, and larger than the tabloids,|; &% 
and that some papers will go to a| 
9 on 10 pt. slug, with 2 points 
leaded, and 5 or 6 columns wide. 

The association elected William 
managing editor of 


@ SILENT or SOUND © 


@ Black & White or Color 
&) Public Address System 


DeVRY (Mode! RS-ND30) 16mm 
Sound-on-Film Projector | * ‘ 


Nl 


THIS 3-PURPOSE DeVRY 
IS YOUR BEST BUY 


The best is back again! Once more the in- 


comparable DeVRY RS-ND30__ professional 
16mm. motion picture sound projector is avall- 
able to all. Compact . . Simplified... 
rugged : precision built, this modern 
teaching miracle now offers even greater per- 
formance with the latest electronic, optical and 
mechanical refinements 

The amazing model RS-ND30, with separate 
high powered 30 watt amplifier and full-toned 
permanent magnet speaker, provides sound-on- 
film frojection with theater quality perform- 
ance. It's improved . different... ina 
class by itself See it! Hear it! Then 


you'll know why DeVRY is your best buy! 
The DeVRY “RS-ND30 model is a 3-purpose 


portable lémn sound-on-film projector that: 
(1) SAFELY projects both sound and silent 
films; (2) shows both black-and-white and 
color films without extra equipment; (3) 
has separately housed 30 watt amplifier and 
sturdy permanent magnet speaker which afford 
portable Publi Address facilities—indoors and 


for DeVRY's new 136-page Film 
your guide to 16mm. sound and 

1 nal, entertainment and religious 
m. reproductions of out- 


; 


st 


for rent or sale 


tanding Hollywood features 
\ 


Only 5-time winner of 
Army-Navy *‘E"’ award 
for motion picture 
sound equipment 


| DeVRY CORPORATION 


| (11! Armitage Avenue, Dept. AA-D-2 


Chicago 14, Iilinots | 


Without cost or obligation, please send us 


I VRY A » Visual equip 


State 


Dect cum Game GD Gum cue com cam Gus ame asm ous enn Gum 


ithe Auburn Citizen-Advertiser, as|join Dancer-Fitzgerald-Sample as 
‘president, and William L. Fan-| media director of the New York 
‘ning, general manager of the | Office, has rejoined Compton as 
|Macy-Westchester Newspapers, as | assistant media director. 
'vice-president. William B. Le- . «patter a hey GA 
‘Favour, business manager, Am-| Raises Companion’ Rates 


Crowell - Collier Publishing 
Company, effective with the Sep- 
aa | tember issue, will increase the 
K Reioi Cc circulation guarantee of Woman’s 

emp Hejoins Compton |Home Companion from 2,800,000 

Frank B. Kemp, media super- | to 3,500,000, and will increase the 
visor on Proctor & Gamble ac-| space rates. The basic, black-and- 
counts for Compton Advertising, white page rate, now $8,550, will 
New York, before resigning to) go to $9,250. 


To Blanchard-Nichols 


Gordon Cole, formerly director 
of advertising and public relations 
of the Can Manufacturers’ Insti- 
tute, has been appointed manager 
of the Los Angeles office of Blan- 
chard-Nichols, publishers’ repre- 


sentative. 


To Advertising Corp. 


Austin-Western Company, Au- 
rora, Ill., builder of road machin- 
ery and construction equipment, 
has named Advertising Corpora- 


Advertising Age, February 17, 1947 


| 


| 


tion, Chicago, to handle its aq 
vertising. 


Seiberling Uses Spots 


Seiberling Rubber Company. 
Akron, has launched a dealer ¢5- 
operative spot radio campaign 


'using “The Singing Weatherman” 


jingles. The spots, offered to 1.309 
dealers, include 31 chain breaks 
and 31 minute announcements 
covering wide variations of the 
weather and a variety of Seiber- 
ling products. Meldrum & Few- 
smith, Cleveland, is the agency. 
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Goldblatt Names Thursh 


joseph J. Thursh has resigned 
as vice-president of R. H. Macy 
& Co. to become a vice-president 
and assistant to the president of 
Goldblatt Brothers, Chicago, ef- 
fective April 1. 


Crapeau Advanced 

Ken L. Crapeau, Airtemp engi- 
neer in Detroit, has been named 
Airtemp sales manager of the ex- 
port division of Chrysler Corpo- 
ration, with headquarters in De- 
troit. 


Appoints Nancy Hughes 

Nancy Hughes, formerly direc- 
tor of promotion of Ellington & 
Co., has joined St. 
Keyes, New York, as director of 
specialized and fashion advertis- 
ing. 


Poythress to Arndt 

William P. Poythress & Co., 
Richmond, Va., manufacturing 
chemist, has placed its advertising 
with John Falkner Arndt & Co., 
Philadelphia. Medical journals 
and direct mail will be used. 


Georges &) 


New ‘Fone Quiz’ 
Offered Dailies 


WASHINGTON — Radio’s money | 


\give-away formula has been | 


adapted for use by newspapers | 
under a plan introduced here last 
week by Courtland D. Ferguson, | 
Inc. 

The Washington agency adver- 
tises a “Fone Quiz with ‘Money | 
Calling’” four times weekly in the 
Washington Star. On each of the 


four days Ferguson calls five tele- 
phone subscribers for the answer 
to two questions, one about the 


| city, and the other about his spon- 


sor’s label or container. 

A $200 “reward for knowledge” 
goes to the first telephone sub- 
'seriber to provide the correct 
answers. 

As the program is set up here, 
four of Ferguson’s clients are spon- 
soring “Fone Quiz.” Names of the 
four sponsors are in each ad, but 
once a week, when the quiz ques- 
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) FONWAR-BUILT MAGNESIUM PLANT CLOSE TO CITY 


\ 
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The march of industrialists and big merchants to the 
Spokane market continues. 
January 6, 1947, the American Chrome and Magne- 


sium Industries, Inc., of New York city and Morley & 
Associates of Seattle made bids to acquire from the War 
Assets Administration the huge magnesium reduction 
plant at Mead in Spokane county, operated during the 
war by the Electro Metallurgical Corporation. Opening 
of the bids by WAA ofhcials was an initial step toward 
putting the great war plant, idle for more than a year, 
back into production and thereby assuring another 
permanent payroll for Spokane. 

Extra significance is given this, development by the fact that it comes right on the 
heels of other similar events: The leasing from the federal government and operation of 
the great Spokane county aluminum reduction plant and aluminum rolling mill by Henry 
.. the taking over of the atomic fission plant at Hanford, Wash., 
by General Electric Company for peacetime operation . . 
Chicago packers, of a local Spokane packing plant which they plan to expand greatly ... 
entry into Spokane of Anderson’s Department Store, affiliated with nationally known 


Allied Stores. 


market .. 


J. Kaiser and Associates . 


MORNING 


THE SPOKANE MARKET 


BRITISH COLUMBIA 


PORTLANQ 


-* 


® SPOKANIE MIARKET 


WESTERN 
MONTANA 


SUNDAY 


HEART OF THE PACIFIC NORTHWEST 


. purchase by Swift & Co., 


Truly, the industrial and mercantile giants are staking their claims in the Spokane 
.a broad hint to other business firms that here’s a place to make money. 


THE SPOKESMAN-REVIEW 


i Spokane Daily Chronicle 


SPOKANE, WASHINGTON 


COMBINED bal tench OVER bites: 


81.24% — 
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tion relates to his product, each 
sponsor gets special display. 

The formula, copyrighted by 
Ferguson, has been offered on 
| license to newspapers. It has been 
| designed to comply with Post Of- 
fice restrictions on lotteries. 

To avoid the possibility that par- 
ticipants will be required to buy 
anything in order to compete, Mr. 
Ferguson offers to provide re- 
prints of ads and labels on request, 
and to refund postage. 


Bakers’ Group Elects 


C. P. Binner, former advertising 
and sales promotion manager of 
Brunswick-Balke-Collender Com- 
pany, Chicago, has been elected 
president of the American Bakers 
Association, Chicago. 


NO. 8 OF A SERIES 


Because her late 
husband knew how to 
turn a soft dollar, 
Effie is so rich she 
doesn’t even bother 
to stick her finger 
in the return slot 
after she uses a pay 
phone! 
Anyway, Effie just 

| bought a new fre- 

| quency modulation 

| receiver. Now she 
hears music at its 
magnificent best via 
her favorite Twin 
City station... WTCN. 
The tallest building 
in Minneapolis or 
St. Paul is the 
Foshay Tower. And 
who is going to use 
the Foshay Tower for 
FM and telecasting? 
Who else but 

the DOUBLE-DUTY 


STATION 


MINNEAPOLIS 


NOW—WTCN-FM! 


ABC... plus High-listener locals! 


FREE and PETERS 
National Representatives 
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Radiant Appoints Nereim | 


Geovil Nereim, recently re-| 
leased from the Army and for- 
merly with Lockheed Aijrcraft| 
Corporation, has been appointed | 
advertising manager of Radiant 
Mfg. Corporation, Chicago. 


Appoints Gravenson 


Gravenson Company, New York, 


has been appointed to direct the | 1947, 


advertising of Amprex Electronic 
Corporation, Brooklyn, maker of 
power tubes. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


“Trodemarts Reg U.S. Pot OF 


To Lamb, Smith & Keen 

Lamb, Smith & Keen, Philadel- 
phia, has been appointed to handle| 
the advertising of A. C. Roberts | 


Radio, newspapers and trade pub- 


New General Mills 


Show Bows on 


Packing Company, Kimberton, Pa. | ABC March 24 


lications will be used. 


Increases Ad Rates 


Effective with the September, 
issue, Country Gentleman, 
|Philadelphia, will increase its 
basic page rate from $6,000 to 
| $6,500, based on a 2,300,000 net 
| paid circulation. 


Dutcher Joins Basford 


Howard J. Dutcher Jr., for- 
merly in the sales promotion and 
advertising department of Shell 
Oil Company, has joined the pub- 
lic relations division of G. M. 
Basford Company, New York, as 
an account executive. 


@ FOOD 


@ SOAPS & CLEANSERS 
@ DRUG 
@ SOFT 


@ HOME EQUIPMENT 
@ CIGARETTES 


PRODUCTS 


S & TOILETRIES 
DRINKS 


“The ILLINOIS DAILY 


First Aunual 


NEWSPAPER MARKETS 


Conducted 
ILLINOIS RESEARCH 


Springtield, Ilinois 


Halermation Seewred 
duly «August, 1046 


CONSUMER ANALYSIS 


GREY FEN. of 47 ILLINOIS DAILY NEWSPAPER MARKETS (lim Ne 


by 


& SURVEY 


A Courtesy Copy 
of This Survey 
will be sent on request 
to Advertisers and Agencies 
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e High Quality Materials 


© Craftsmanship 
© Personalized Service 


e Speed 
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(Picture on Page 69) 
MINNEAPOLIS—General Mills on 
March 24 will launch a new 20- 
minute show, “Betty Crocker 
Magazine of the Air,” on a split 
ABC network, for its full line of 
grocery products. 

An audience participation pro- 
gram, it will include homemaking 
and food service information, in- 
terviews with outstanding per- 
sonalities and gift presentations. 
It will be heard from New York 
Monday through Friday at 10:25- 
10:45 a.m., EST. 

“Editor-in-chief” of the pro- 
gram will be Susan Adams, who is 
resigning as food editor of Mc- 
Call’s. Mrs. Adams joined McCall’s 
in 1944 after serving 15 years with 
the Oklahoma Publishing Com- 
pany as a writer on food subjects 
and director of cooking schools 
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,and radio programs. General Mills 
will open a new office and test 
kitchen in New York for her use. 


Her staff will include Elin 
Boucher, formerly of Dancer- 
Fitzgerald-Sample; Toni Taylor, 
magazine writer, and Virginia 


Klose, radio writer. The show will 
be produced by Show Productions, 


handles the General Mills Soft- 
asilk and Gold Medal flour, Kix 
and Cheerios accounts. Knox 
Reeves Advertising, and Batten, 
Barton, Durstine & Osborn handle 
the other food accounts. 


APRA Elects Six 


to Board of Governors 

The American Public Relations 
Association, Washington, has 
elected the following to the na- 
tional board of governors: Glenn 
Carter, Bank of America, Los An- 
geles; Dr. Paul H. Douglass, Amer- 
ican University, Washington; 
Marion Harper Jr., McCann- 
Erickson, New York; Edward B. 
Lyman, Foote, Cone & Belding, 
New York; John Marschalk, Picto- 


Inc., a subsidiary of D-F-S, which | 


graph Corporation, New Y, .. 
and A. R. Kornguth, Bligh-Pal; .; 
& Co., Chicago. Mr. Lyman 5 
also been named chairman of  \. 
national program committee: | 
Harper, manager of the resea 
division; Mr. Marschalk, mana: »; 
of the graphic arts division, «4 
Mr. Kornguth, manager of e 
membership-at-large division. 


Meritt to Hickerson 


Meritt Chemical Compa, y. 
Greensboro, N. C., manufactu ey 
of Meritt medicated powder and 
other consumer products, as 
moved its advertising accoint 
from Madison Advertising Com- 
pany, New York, to J. M. Hicker- 
son, Inc., New York. Magazines. 
radio, newspapers, and car cards 
will be used. 


Brown Rejoins Hastings 

Edward Brown has resigned as 
advertising manager of the Lip- 
man Wolfe & Co. store in Port- 
land, Ore., to return as advertis- 
ing and sales promotion manager 
of Hastings Store in San Fran- 
cisco. 


REPRODUCTION 
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Price 
ak ee * WABash 1204 


ANY 
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ae iG ...@ completely integrated photographic service for the pro- 
_ a duction of sound motion picture films ... for industry and education. 


| Recording studio, editing, animation, and laboratory facilities . . . 
‘s 


for other film producers and photographic departments of other industries. 


| Superior 16mm. duplicates with or without optical effects . .. black 
| and white or full color. Write for further information. 


® Recording Studio with Seven Channels 


| © Sound Stage of 8,000 Sq. Feet 
| 
| © Lab Capacity of 112,000 16mm. feet per day 


® Producing films by the 16mm. method 
for 15 years 
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—BESTIN ALL TESTS’... 


PUBLICATION OFFICE: TULSA 1, 


Yes Sir! Every year more and more oil men have 
made the “discovery” that it saves valuable 
time to CONCENTRATE their reading in The 
Journal . . . rather than spread their time too 
thin among several oil papers. 


Advertisers, too, have found by experience and 
by countless surveys they’ve made of reader 
preference, that CONCENTRATION in the 
leading oil paper brings greater returns. 


CONCENTRATE your reading in The Journal 
for increased benefits from your personal 
time... 


CONCENTRATE your advertising in The 
Journal for a greater return on your invest- 
ment... 


Because . . . experience proves that when 
YOR... 


“Follow The Journal... YOU follow the Oil 
Industry” 


A series designed to 
help oil men get 
more from their 
valuable reading time 
. .. and advertisers 
a greater return from 
their investment. 


This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas Journal. 
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Advertising Age, February 17, 147 
= Managers’ Guild, will include an board of governors. It will o ; 
, ; per- | 
Sales Executives independent, self-sustaining pro-|ate from 4756 Drexel Blvd., Chi. Berry Joins Crossland Ross-F eder al 
to Start Round gram functioning on an annual| cago. P. Norman Berry, with General . 
fee basis exclusively for its par- Participants will submit ques- | ao ye og eee Acquired by Ree4 
Z ites ts , , he ae . oined Cross- 
Table in March — nelle Raat Bao ga tions on sales management, which | jand Mfg. Company, Toledo,) New York—Ross-Federal e. 
‘i ge money ae ry, perms participants to co-| will be answered by full-member-| maker of Ya-De moth-proof, as | search Corporation, a pionee 
HICAGO— ales xecutives | operate without leaving their/ship oor business - classification | general sales manager. market and ublic ini > 
Round Table will start tackling | desks or disturbing routine duties. polls, by the staff itself, or through | —— |search, has PJ a on: = 
tough marketing problems March , research. On polled questions, the | F] t M ne ela ; 
Block Is Director ectromaster Moves /group headed by William P. | 6g 


10, with up to 500 leading sales anal i i nd Barry J. Holloway, b 
- yzed answers will be dis- 
executives in all lines exchanging; The round tabl il | tyes F : Electromaster, Inc., maker of |® ay ¢ olloway, both or. 
g | e will have Al| tributed as confidential or special electric water heaters and ranges, | Mer executives of the Institut. o 


opinions. | Block as director and Ivin E. Har-| reports. Other answers will be - i 
rts. its | Publ ions. 
Be: | The round table, suggested by |ris, vice-president of Pabst Sales | provided exclusively for the ques-} 85 a ayy brie ge of its — eae reviously | 
" members of the discontinued Sales Company, as chairman of the’ tioners. | building in Mount Clemens, Mich. | with Opinion Seasaneh Con; a 
’ : DOra-~ 


tion, Princeton, N. J. Mr. Hoijo- 
| | way, who left IPR last year to 
become a public relations ¢on- 
|sultant for several publisiiing 
| | companies, was at one time pub- 
lic relations director of Stephens 

| College, Columbia, Mo. 
| S. W. Sheets remains as vice- 
president. Dr. Leonard Power, 
‘formerly with the U. S. Office 


; i s 
vt 0 is e a hé | of Education, has been named a 
i. | member of the board. Stanley W, 
” ’ J | 
emetic cena Et | Mase is secretary, E. J. McCabe 
: | Jr. treasurer, and S. S. Ball, as- 
= tw 
a out t at 00 et sistant secretary and treasurer. 
im p eS 0 every- Under the reorganization, Ross- 
> |Federal Research Corporation is 
‘divorced from Ross Films, which 


J 7 # 1” 
| we did for him - ]”’ ‘will continue to be headed by 
| . Ing—even 4 . Clifford B. Ross. The new com- 


pany will have its headquarters at 
2 W. 45th St., Ross Films will stay 
at 18 E. 48th. H. V. Fick will 
remain in charge of Ross-Federal’s 
Minneapolis office, and Charles 
Seaman will continue as San 
Francisco representative. 

Mr. Reed told AA that Ross- 
Federal will continue its market 
and industrial surveys, but that 
it will expand its public opinion 
service and other studies bearing 
on public relations problems. 


| Names Crutchfield V.P. 


| Charles H. Crutchfield, general 
manager of Station WBT, Char- 
lotte, N. C., and secretary-treas- 
urer of Jefferson Standard Broad- 
casting Company, owner of the 
station, has been appointed a vice- 
president of the company. Mr 
Crutchfield will continue as gen- 
eral manager of WBT, while Ed- 
ward J. DeGray, assistant secre- 
tary-treasurer, succeeds him as 
secretary-treasurer. 


Appoints Polly Murray 

Polly Murray, formerly on the 
| Chicago fashion staff of Women’s 
|Wear Daily, has been appointed 
midwest editor of Harper’s Bazaar 
‘and Junior Bazaar, with head- 
quarters in Chicago. 
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pie for an outstanding watermarked TICONDEROGA TEXT to meet the demand the 


text paper—one that unfailingly pleases quality of this very fine paper has created. | One of the best indications of 
the vitality of a city, is the 


customers as well as printers themselves? But as the world’s largest maker of paper ' a ee ae 

| increase of its ban ebits. 

| Then make sure you specify International’s we're doing our best to supply you. Inter- | datgullinal sin: tio: sei aaa 
TICONDEROGA TEXT! national Paper Company, 220 East 42nd report of the Federal Reserve 


Board, Winston-Salem has 


| ; York 17, N.Y. | 
Unexcelled for many uses, TICONDEROGA Ny PRONE PT Fie || shown the greatest growth in 
bank debits over last year in 


TEXT takes letterpress line cuts and type | een nag 


~ INTERNATIONAL 
PAPERS 4: Srntting 


4 rf Pa . 2? " 
anid Comenting 


beautifully (it comes in both laid and wove 


This is not surprising in a city 


which produces such a large 


finishes). A first choice too, for offset-lithog- 

| raphy and photogravure in the production poet SF a eae 

goods in North Carolina. 

of de luxe brochures, announcements, book- Sitaesadiehiinn 4: Maik: Giitiiee, 

ing the Number 1 City in the 

South’s Number 1 State,—a 

At present, there isn’t quite enough “must” for advertisers with 
something to sell! 


Journal and Sentin« ! 


Winston-Salem, North Caroli: ' 


| lets, broadsides, and programs. 


National Representatives: 
KELLY-SMITH COMPANY 
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jie Creative Uans Corner 


This is written on a morning when the 
ne.’ spapers’ blackest Gothic type head- 
lines the murder of a man in St. Louis 
by his fourteen year old daughter, ap- 
prenended after a night in an auto court 
with a boy of thirteen. 

Not without reason, the pattern for 
this sort of thing frequently is traced to 
the moving pictures, and once in a while 
a real life shooting 
is a carbon copy of an 
episode on the radio. 
But neither radio nor 
the movies, nor both 
together, have any- 
thing like a monopoly 
in making sordid 
things exciting, and 
even attractive. Nor 
is the pool room, or 
street corner aspect 
of sex solely the 
property of radio 
comics. 

Both magazines and 
newspapers smirk- 
ingly work the same 
seamy .streets. The 
murder of the Black 
Dahlia girl (the best murder name since 
Star Faithful), in Los Angeles, has given 
the press a five weeks’ Roman holiday, 
interrupted only by the passing of Al 
Capone and the necessity to rewrite col- 


You Ought toKuow . 


If you ever have lifted the cap off a 
steaming automobile radiator you will get 
some idea of the kind of drive and steam 
that characterizes the zeal with which 
Jim Alsdorf rips into sales and distribution 
problems of the Cory 
Corporation. Cory 
makes glass’ coffee 
brewers, and, to hear 
Jim tell it, it’s a wonder 
that anybody drank 
coffee before. glass 
brewers became more 
the rule than the ex- 
ception. 

To make it even more 
Surprising, Jim Alsdorf 
at 33 has become presi- 
dent of a firm which 
last year racked up $8,000,000 in sales, 
ind hopes for $12,000,000 or more during 
1947. When he became head of Cory in 
December, 1942, the company had, for the 
previous 12 months, total sales of just 
about $2,000,000. 

Jim didn’t get into the coffee brewer 
dbusiness by accident. He had, prior to 
his association with Cory, been in busi- 
hess with his father, who operated A. J. 
Alsdorf Export Company in Chicago. 
Among other items that the younger Als- 
lorf sold on his European trips was the 
Cory glass coffee brewer. In each of his 
ips abroad (he spent about six months 
an! ually in foreign lands), he discovered 
the brewer went over with a bang. 
in this country it was running a poor 
nd. 
nen Jim Alsdorf and Harvey Cory got 
ther in 1942, it took young Jim ex- 

24 hours to make the decision that 
iim in the coffee brewer business for 

Nevertheless, he soberly realized 
it was a hazardous undertaking. 

he says now, “The WPB was getting 
I gear and production of consumer 
s° is was being knocked off right and 
‘© ' Cory was allowed to keep its 
n \ufacturing nose above water, how- 
, and Jim started out with a sales 
ssophy that has brought some sea- 
d manufacturers to their feet in 
rise, 

S System of distribution may appear 
me to have a cart-before-the-horse 
ity which, although puzzling, is 


ly productive. With the intuitive 


J. W. Alsdorf 


“Are you sute there's nothing you'd rather have for 
Christmas than a Gem Rasor and Gem Bindies”’ 


umn upon column of vicious history that 
in more than one case has turned out to 
be almost pure panegyric. 

Recently, advertising alone—of the 
great modern means for mass informa- 
tion and propaganda, has handled sex on 
a fairly normal level. We were reminded 
of this the other day by an advertisement 
in the Woman’s Home Companion (Feb- 
ruary) for the Ex- 
quisite Form Bras- 
siere: the most pro- 
vocative bra in years! 

Not very long ago 
no magazine in 
America would have 
carried this line. 

But then came the 
perfumes. 

And then the in- 
sinuating cartoons for 
Gem razor blades, the 
Barbasol cuties and 
the Mennen girls. 

Today, when so 
notable a concern as 
Procter & Gamble 
headlines a page for 
Ivory Flakes: How to 
bring out the Wolf in a man, no matter 
how harmless the copy (Chicago Sunday 
Tribune, Feb. 9), one can only hope that 
advertising’s joy ride will be short—and 
uneventful. 


e e James W. Alsdorf 


sales psychology of a medicine man, he 
aimed not at the jobbers but at the deal- 
ers. Retailers found out that it’s difficult 
to ignore a man who drives nails with the 
lower half of a glass coffee brewer. They 
began to pay more and more attention to 
this 200-pound salesman who went after 
sales with the zeal of a knight after the 
Holy Grail. With orders fluttering from 
his pockets, he would call on jobbers who 
only shortly before were totally unin- 
terested. Then he would say, ‘Here are 
the orders, would you like to have ’em?” 
They would, very much indeed, it ap- 
peared. And the same system still works 
for 45 Cory salesmen who to this day fol- 
low the pattern of calling on dealers first, 
and then educating jobbers and their 
representatives. 

Another reversal of form is that Jim 
Alsford has no patterns in which he tries 
to mold his salesmen. If they produce, 
that’s the pattern. The result is that sur- 
rounding Mr. Alsdorf are some of the 
most unlikely looking, most efficient 
salesmen, who use their own judgment, 
believe in Cory and Jim Alsdorf, and 
make miraculous sales records. 

Jim doesn’t believe in a sales manager. 
There’s the sales executive committee, 
wherein all “beefs,” praise, suggestions 
and procedures are carefully examined. 
Freedom of opinion is encouraged. It is 
not surprising for some lesser executive 
to inform the president that he is slightly 
off center. This system under Jim’s gen- 
ially flexible management, seems to be 
doing very nicely. 

Jim Alsdorf has, at times, become the 
“Peck’s Bad Boy” of advertising. He 
has pooh-poohed some of the standing 
ideas of advertising, and has struck off 
on his own. Some call it luck, some good 
judgment, and some just shake their 
heads, but he’s making it pay! 

When half pages in consumer maga- 
zines were considered pretty racy for 
coffee makers, Jim Alsdorf startled agen- 
cies by electing to insert full pages in 
color. He was, they suggested, pretty 
good at selling, but as an advertising plan- 
ner he left something to be desired. How- 
ever, he went ahead and despite limited 
production and other postwar sales hur- 
dles, began placing large color ads for 
coffee makers. Shrewdly, he reasoned 
that these would make not only an im- 


pression on the public but also on the 
dealers and jobbers. It did, and sales 
jumped. 

Now he’s banging the advertising drum 
again with full color spreads, plus full 
color half-pages, much to the astonish- 
ment of the 12 competitors in his field. 
He has other interesting views regard- 
ing dealer helps. No Cory dealer has 
to pay anything for the various counter 
displays, literature or store displays he 
may use. It is Jim’s idea to furnish them 
free. He even goes so far as to imprint 
at no charge, the names of dealers and 
jobbers on literature. 

Anybody who has the impression that 
big Jim Alsdorf is so genial and easy- 
going that there is never a sharp word, 
is missing part of the picture. He is 
highly jealous of such intangibles as fair 
trading and dealer good will. He has, on 
occasion, threatened to bring down the 
wrath of the country’s courts on the 
heads of those ambitious retailers who 
would like to whittle prices of his com- 
pany’s products. Some have been inclined 
to disregard his complaints but the enter- 
prising Mr. Alsdorf has succeeded in con- 
vincing the recalcitrants that to mend 
their ways is easier than squabbling. 

He is thoroughly sold on his theory that 
the only sound marketing is mass mar- 
keting. ‘When,’ he announces, “you 
can get a product up one side of the street 


and down the other, it is highly probable 
that sooner or later you’re going to buy 
that product.” For that reason, he em- 
phasizes what he calls “selective jobber 
distribution,” which means that no single 
type of store alone will have the Cory 
line. He aims at hardware stores, drug 
stores, retail department stores, appliance 
stores, jewelry stores and anybody else 
who may have the remotest excuse for 
having a coffee maker in the window. 

One of the things he despises and can 
never be accused of is procrastination. 
Ideas suggested casually to him are either 
immediately discarded or overnight put 
on a major scale. Every once in a while 
somebody suggests some procedure idly, 
with never a thought that it will sud- 
denly blossom out as part of the com- 
pany’s policy. 

While he gets along pleasantly with 
virtually all his associates, he has run 
afoul of a rather delicate problem with 
one. His nine-year-old son, Gregg, is 
somewhat disturbed and vociferously dis- 
satisfied because his three-year-old sister, 
Lynne, has had one of the Cory products 
named for her, while the heir to the Als- 
dorf menage has not been noticed com- 
mercially at all. Jim Alsdorf, married 
for 12 years, and a voluble football fan, 
still arranges to get in considerable golf, 
and when conditions permit, goes in for 
some enthusiastic deep sea fishing. 
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Successful copy in book catalog insures profitable advertisements. 


Testing new copy appeals or new mail 
order propositions can prove very costly 
if you have too many flops. 

The profit from one good insertion 
may be more than eaten up by a loss 
on a test piece of copy. How, then, can 
an advertiser avoid serious losses? 

Every advertiser should allocate a cer- 
tain percentage of his yearly advertising 
budget for the testing of new pieces of 
copy. When one of your best-pulling ad- 
vertisements starts to slip, a new piece 
of copy may revive it. If the proposition 
goes dead entirely, new merchandise 
which must be substituted cannot be ad- 
vertised intensively without thorough 
testing. 

Tests cost money. But there’s a way 
to get a quick, inexpensive and accurate 
test on new copy appeals or new propo- 
sitions without buying expensive adver- 
tising space in magazines or newspapers. 

Use direct mail! Put your new adver- 
tisement on a postcard or mailing folder, 
or use space in your catalog to pre-test 
the copy before buying space. Send your 
mailing piece to a representative cross- 
section of your inquiry or customer list 
and you'll have the answer quickly. As 
a rule, returns come in faster than any 


test you can get through space adver- 
tising. And look at the difference in the 
cost of mailing 5,000 folders as compared 
with advertising space. 

One firm which uses this idea very 
successfully is the Knickerbocker Pub- 
lishing Company, 120 Greenwich St., New 
York 6, publisher and dealer in self- 
improvement books. This firm issues a 
book catalog six times a year. It goes to 
approximately 100,000 book buyers. Be- 
tween 150 and 200 titles are listed. Every 
new title or new piece of copy is pre- 
tested in this catalog before advertising 
space is bought to feature single books. 

From years of experience, the company 
has found that if a new title pays in its 
book catalog, it will also pay in space ad- 
vertising. 

Knickerbocker’s most recent success 
“A Treasury of Hobbies and Crafts,” by 
Michael Estrin, was featured in a full 
page of its book catalog to test the title 
and 


copy appeal. The results were so 
startling that this book is now being ad- 
vertised in page copy in magazines and 


newspapers. 

Testing new copy appeals and new 
propositions by direct mail first will mini- 
mize your losses. 
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Murray Blueprints © 
‘Fair Chance’ for 
Small Business 


WASHINGTON — More than 50) 
recommendations to give inde- 
pendent business “an equal and 
fair chance to start, survive and 
grow” were issued last week as 
the final “report” of Sen. James E. 
Murray (D., Mont.) who has been 
replaced as chairman of the Sen- 
ate small business committee. 

The report, which will serve as 
a blueprint for those devoted to 
repairing the economic system, is | 
based on five years of research | 
covering anti-trust enforcement, 
the patent system, trade associa- 
tions, economic concentration, and 
the hazards of starting and oper- 
ating a small business. 

Its major suggestions are: 

Revision of the patent system 
“to put patents to work”; 

Vastly larger appropriations for 
FTC and the Justice anti-trust 
division; 

A full-scale Congressional study 
of monopoly; 

Government agencies to help) 
small business; 

Registration and supervision of | 
trade associations. 


Should ‘Stay in Business’ 


The report frankly calls for 
government to “stay in business” 
through safety laws, taxing 
powers, purchases, anti-trust laws, 
finance and banking regulations, 
regulation of common carriers, 
labor laws, social security and | 
other activities. 

It repeatedly observes that this 
is the only great nation in the 


world devoted to free competitive 


ferent 


BB gan 


There’s a 
preference here 
for NBC 

and 
for KDYL’s 
brand of 


showmanship. 


shows 


enterprise. In _ reaffirming 
faith in that system, “we must 
make sure conditions are favor- 
able for the flowering of that 
faith,” the report declares; “the 
crux of free enterprise is de- 
pendence upon free markets.” 

The revised patent system would 
require every holder to “develop 
further with reasonable diligence 
or allow further development on 
reasonable terms.” 

One provision prohibits any 
agreement to control prices, quan- 
tities produced, materials or sup- 
plies employed in production and 


| geographical distribution. 


Asks Association Reports 


Trade associations engaged in 
interstate commerce would be re- 
quired to register with an appro- 


| practices 


our| priate federal agency, and file | shocking fact that liberty of de- | 


periodie reports of their activi- 
ties. Federal incorporation is sug- 
gested, as a means of regulating 
many of the “abuses” that Sen. 


Murray finds in big corporations. | 
is not} 


Sen. Murray says he 
against “size as such” but against 
misuse of size. 
the Justice Department is cur- 
rently investigating the nation’s 
financial structure, by examining 
activities of the great underwrit- 
ing houses. 

“It is no cause to wonder that 
Henry Ford would risk the com- 
plete failure of his many-million- 
dollar enterprise some years ago 
rather than become the victim of 
these manipulators on Wall Street. 
No slightest knowledge of their 
but what shows the 


He reports that 
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tenance” by suggesting that -he 
,cision in many important opera-| new committee, now headec py, 


‘tions of big business is removed 
| from those who actually manage 
|these businesses,” the report 
charges. 

The report asks appropriations 
of $7,000,000 each for FTC and 
the Justice anti-trust division. As 
a result of the A&P decision, Sen. 
Murray sees a need for “fa whole 
series of cases” against chain 
stores which use massed purchas- 
ing power to obtain special ad- 
vantage from suppliers. 

He recommends that Congress 
outlaw systems of uniform de- 
livered prices; calls for freight 
rate equalization; a ban on “un- 
wholesome” mergers, and tax in- 
centives for small business. The 
report dodges “retail price main- 


Sen. Kenneth Wherry (R., N 
go into the subject. 


McNamee to Retire; 
Morrison, Drey Move | 


William M. McNamee, ad 
tising director of the Chi , 
Herald-American, has annou 
his retirement, effective on 
60th birthday, April 25. He jx 
the Hearst organization in 191 
a classified advertising sales: > 
on the Chicago Examiner. 

P. J. Morrison, Sunday r°taj 
advertising manager, has beep 
named to succeed Mr. McNa: 
and Adolf Drey, daily retail 
vertising manager, has been 
pointed retail advertising man 
in charge of both daily and & 
day retail advertising departme: 


The following statements 


were published in The Philadelphia 


Statement by The Record 


This is the last issue of 
Publication is suspended as of 


This step has been taken only after careful consideration and discussion with 


my associates. 


The strike against The Record by the American Newspaper Guild, involving 
more than four hundred people, has gone on for nearly three months. It has been 
impossible to obtain a fair settlement which would assure this newspaper of its 
ability to discharge its obligation to the public. 

This is not only because of the Guild's excessive demands. Guild policy has 
acted to restrict the rights of management to a degree where it has become too 
great a burden to operate a completely independent press. 

| will not attempt to give the reason for this strange attitude of Guild leader- 
ship. | only know that The Record, Philadelphia's liberal newspaper, has been 


chosen by this one Union as a 
No other of the numerous 


so many years has adopted such an attitude. 


The assets of The Record newspaper will be sold to The Evening Bulletin, which 
is issuing an accompanying statement. 


The Philadelphia Record under my management. 
today. 


target for its unusual theories. 
unions with which The Record has had relations for 


PHILADELPHIA RECORD COMPANY 
J. David Stern, President 
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1g that -he = s necessary to sell space; advertisers the ability of their editors to hold| Tgohe Boosts Nina Kyle 
headec by M »rchandising buy it, instead of having it sold | the interest of a buying audience, | in & peeeieien —e York 
(R., Nob) { n s Out Best to them. _and become enamored of circula- ‘fashion and merchandise con- 
Ii g He emphasized that sound mer- | tion ae and competitive | sultant, has appointed Nina Ran-. 
: . e chandising of advertising may | Statistics. dell Kyle vice-president and as- THE 
ire: ID Ads: Moses take any of a multiplicity of forms oo oem = Bae , ong aa 2 8 
Ic co—Merchandising is not; ith : v 2 ’ uties Wl incluae mercnandaisin Fi. 
love 1 p . yas free service to ce sup- | <a noes wn Soneet rte daria aeaeogl Esquire Names Long supervision of an enlarged sports- i 
qa use p- elaborate. No effective merchan- | A Mf Curtis Assist t divisi ce ts in oa 
nee, ad er. died B nitstoeen ffort to | disi : hea h ti) fates urtis istan wear division. e has, tor two 
oli y publishers in an effort to dising can be done, however, unti 2 a xis and a half years, been secretary 
he Chi: ago sel] nore advertising, but a vitally|a publisher has discovered spe- W. T. “Shorty” Long, who joined 24 treasurer of Fashion Reports, 
Fico rig ed @ :) ortant adjunct which helps ad-| cifically what an advertiser wants | ros ot agp ten diggs olay, ee which publishes Tobe-Guide, a 
3. He jx a yer’ sing accomplish its results his advertising to do for him. eairalelal aieneiadaa mupaeaae He digest fashion and merchandising | 
n in 19] ‘a mo efficiently, Lionel Moses,| When the specific objective of the specialized in alcoholic beverage service for retail stores. The ap- | 
1g sales ran vice-president of Parade, told the| campaign has _ been discovered, | industry advertising accounts, and a becomes effective | 
ner. Chi-ago Business Publishers As- merchandising that campaign is,| formerly held the posts of asso- ~-*"°" * | 
inday retail sociition Monday. “in nine cases out of ten, a very | ciate eastern advertising manager 7 
| be _been Relating his observations spe- simple matter.” |and eastern advertising manager. Bagdad Names Lippit Ce D bation *) 
mg ee, igcally to methods of merchan-| Mr. Moses gave a number of, James E. be «ga ge the maga- ng - r=} pre Pte a lk 
ing man: ger MRPe’s; Mr. Moses asserted that | simple merchandising of adver- and retail fields, has been ap- Lippit Advertising, New York, to| & 
ly and Sun. when a publication really does a _tising, and also emphasized that | pointed associate advertising man- handle its account. Newspapers | < 
lepartments. 1erchandising job, it is no longer too many publications undersell | ager. and magazines will be used. | = 9 9 


P.S. These are the official 
ABC figures for the 20 
distributing units, 6 months 
ended March 31, 1946. 


elphia — Record and The Philadelphia Evening Bulletin of February 1, 1947 


Statement by The Bulletin 


Following the decision of The Philadelphia Record, and Morning Post and 


Evening Courier of Camden, to suspend publication, the owners and manage- 
ment of The Bulletin have committed to buy all of the newspaper assets of The 
Philadelphia Record, and the Morning Post and Evening Courier of Camden 
and radio station WCAU. 


... and at the lowest 
| cost per color page per 


We regret to see established newspapers suspend. The Bulletin will at the 
earliest date extend its service by publishing a Sunday edition including the features 


thousand of any leading 


of the Sunday Record. The other services rendered by The Record and the Courier- ; 
weekly magazine 


Post of Camden we hope will be resumed under independent ownership. 


For the time being, by agreement, salaries and regular wages are being con- “We just can’t help waving a 


banner when we can show you 
figures like these ...” 


@ The American Weekly pro- 
vides effective coverage in 
which is in full control of the station. more communities of every 


BULLETIN COMPANY | size than any other publica- 


tion ever delivered into 
Robert McLean, President | 


¢|/Sunday Bulletin 


tinued to those presently at work. 


The operation of radio station WCAU is not affected by these arrangements. 
It will continue to render service under the direction of the present management 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 4083 com- 
munities of 1000 population 
or more.These places include 
the 760 key cities where 50% 
of all retail business is done. 


@ More than 16,400,000 fami- 
lies live in these communi- 
ties—over 7,800,000 read 
The American Weekly. 


| @ In addition, over 1,000,000 
| families in places under 1000 
| 


population also read this 


—— | great national magazine. 
100 WENT ON SALE SUNDAY, FEBRUARY 9, AND INCLUDED: | @ Thisincludes men and wom- 
| en in every walk of life, in 
—— every income group, in every 
P . educational ial class. 
@ 12 Pages of Comics @ 2 News Sections | “pian: 
ETIN | For years leading advertisers 


have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of local 


@ The American Weekly 2 Metropolitan Section 


@ Parade 
merchants. 


@ Book Section @ Classified Advertising THE AMERICAN 


4 RY EEaY 
'Y PHILADELPHIA — NEARLY EVERYBODY READS THE BULLETIN she Nation's Reading Habic 


MAIN OFFICE: 
959 Eighth Avenue, New York 19, N. Y. 
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Sales and 


Now vou can unshackle your national ad- 
vertising ... free it from the straightjacket 
of uniformity that most national media, by 
their very nature, must impose. 


Through A.N.A.N.... for the first time 
in a truly national medium . . . you can make 
vour advertising fit your sales and marketing 
opportunities. You can select, on a national 
or regional basis, the areas you want to de- 
velop. You can alter your copy to meet local 
conditions. You can vary the starting dates 
of vour campaigns to fit seasonal differences. 


And with all this flexibility, A.N.A.N. 
gives you these never-before-combined ad- 
vantages of a great new national medium. 


THE LARGEST DAILY AUDIENCE ever assembled 
in one complete package. Already, with 12,400,000 
daily circulation, 15,600,000 Sunday circulation, 
A.N.A.N. reaches | out of every 3 families in the 


United States on weekdays, 2 out of every 5 U.S. 
families on Sundays. 


THE MIGHTY LOCAL SALESPOWER of the local 
newspaper, harnessed at last into a truly national 
medium. 


DISCOUNTS FOR VOLUME AND FREQUENCY... 
making newspapers a more economical medium 
than ever before. 


ONE ORDER, ONE BILL . . . plus a complete 
checking service. if you wish it... to simplify your 
use of national advertising in newspapers. 


INTENSIVE COVERAGE OF THE “‘HIGH-PROFIT” 
COUNTIES . . . the 318 counties in which 72% of 
the nation’s retail sales volume is concentrated. 


COUNTY-BY-COUNTY MARKET AND MEDIA 
DATA... compiled within 48 hours, on your re- 
quest, to aid in planning your marketing. At no 
cost to prospective advertisers, 


ORIGINAL RESEARCH ... exploring new areas of 
information, to help make your national adver- 
tising more productive, more profitable. 


ANAN: 


American Newspaper Advertising Network, Inc. 


NEW YORK DETROIT CHICAGO 


220 East 42nd Street 700 Buhl Bidg. 


6 North Michigan Avenue 


Tel. MU 7-7177 Tel. CADillac 3020 Tel. STAte 2944 
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0 match your 
larketing problems 


* Have you seen the A.N.A.N. presentation ¢ 


U.S. 


local 
tional 


Gt wos 
‘dium 


iplete 
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1% of 
rated. 
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NC. 


OPEN FOR BUSINESS...READY TO SERVE YOU NOW 
12,400,000 daily circulation . ..15,600,000 Sunday circulation 


ATLANTA JOURNAL 

BALTIMORE SUN 

BIRMINGHAM NEWS AGE-HERALD 
BOSTON GLOBE 

BOSTON HERALD TRAVELER 
CHARLOTTE OBSERVER 


CHATTANOOGA NEWS-FREE PRESS 
TIMES 

CHICAGO TRIBUNE 

CINCINNATI TIMES-STAR 

COLUMBUS DISPATCH 

DALLAS NEWS 

DAYTON NEWS 

DES MOINES REGISTER AND TRIBUNE 

FRESNO BEE 

HARTFORD COURANT 


INDIANAPOLIS NEWS 
LOS ANGELES TIMES 


LOUISVILLE COURIER-JOURNAL 
AND TIMES 


MILWAUKEE JOURNAL 

MINNEAPOLIS STAR AND TRIBUNE 

NEW HAVEN REGISTER 

NEW ORLEANS TIMES-PICAYUNE 

STATES 

NEW YORK NEWS 

NEW YORK TIMES 

NORFOLK LEDGER-DISPATCH 
VIRGINIAN-PILOT 

OMAHA WORLD-HERALD 

PHILADELPHIA BULLETIN 

PHILADELPHIA INQUIRER 


* 


PHOENIX REPUBLIC AND GAZETTE 
PORTLAND OREGON JOURNAL 
PROVIDENCE JOURNAL-BULLETIN 
AND SUNDAY JOURNAL 
SACRAMENTO BEE 
SALT LAKE CITY TRIBUNE 
AND TELEGRAM 
SAN ANTONIO EXPRESS NEWS 
SAN FRANCISCO CHRONICLE 
SEATTLE TIMES 
SPOKANE SPOKESMAN-REVIEW 
AND CHRONICLE 
ST. LOUIS POST-DISPATCH 
TOLEDO BLADE & SUNDAY TIMES 
WASHINGTON STAR 
WORCESTER TELEGRAM & GAZETTE 
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' Berle Joins Scheer ‘Seventeen’ Food Poll GENERAL WOMEN’S STANDARD | 
Gustav Berle, formerly with Lists Buying Habits 1947 1946 1947 1946 —947— 1946 
Denhart, Pfeiffer & Wells, New Triangle Publications, New York . MAGAZINE ; “768. “URN. FEB “ee wah FEB 468 = S0K FER 


— York, has joined the William N. 
; Scheer Agency, Newark. 


2S - 
£0 - 
i = 


publisher of Seventeen, is dis-| 
tributing to the food industry al 
survey prepared by Opinion Re-| 
search Corporation, Princeton, de- 
termining the brand preferences 
and influence of teen-age girls on 
the eating and food buying habits | 
of the nation’s families. 

The survey, entitled “Life with 
Teena,” Volume II, is the second 
in a series of continuing studies 
of the teen girl market. 


Gets Coffee Account 


Scandinavian Coffee Corpora- 
tion, Brooklyn, has appointed 
| Badger & Browning & Hersey, Inc., | 
|New York, to handle advertising 
and merchandising on Sweden 
| House coffee. ’ 


LIWAGE TREND 


WEEKLIES 


1947 
SAWN. 


1946 
SAN, 


1946 
4E8 


1946 
EC 


1946 
FEB. 


FEBRUARY ADVERTISING LINAGE IN NATIONAL MAGAZINES 


1947———— ——— 19 46-———_ < ——-—— 14 7———__, 7———_19 46—— 
Pages Lines Pages Lines ‘ Pages Lines Pages Lit 
GENERAL True Romances 
! Ace Fiction Crp.... 7.0 1,512 9.5 1,886 CPeeGy Gaede co's 46.0 19,724 53.9 23, 
és American Magazine 52.2 21,941 66.0 27,749 Trude Stoke esis cca 67.3 28,886 74.6 31,! 
: » American Forests... 10.2 4,284 9.2 3,850 Vogue (2 issues).... 253.3 223,309 276.7 174, 
American Home.... 54.9 34,726 57.6 36,413 Woman’s Day ..... 49.4 21,199 46.4 x0: 
7 American Legion .. 18.0 7,579 24.6 10,322 Woman’s Home 
Better Homes & Companion ...... 76.5 52,003 72.3 49,1 
Gardens. ......4... 91.0 57,534 85.1 53,787 —$—$ = —____— — 
Christian Herald ... 34.8 14,912 37.5 16,102 Total Group ..... 2,880.0 1,544,029 3,156.6 1,612,5 
|Columbia .......... 5.2 3,547 5.0 3,426 STANDARD 
' Cosmopolitan ...... 73.5 31,668 81.3 34,865 | American Mercury.. 5.3 973 6.6 1.19 
Soll a beth gaa art oamsee aga = -10:8425 | Atlantic Monthly .. 24.8 . 10,895 32.5 13,650 
tDun’s Review...... 55. 23,562 39. 7,07 tt ata acasine.. 30.5 7,28 125 7.759 
NE ee as 5 7.5 3,238 12.7 a) oe NS ae sche 
Esquire 2.) 1) See 70.4 £7,820 71.4 ALpde Total Group ..... 60.6 18,649 71.6 22,602 
i h “ “ ante mate DEE Sake 55 jane Seats Be Ree | ovuTpooR 
or Ek bis Sls ea 6 aa.t soa od.o A 
Well, t e NEW lived “Micabant. The 36.3 16,009 32.5 14,333 | American Rifleman.. 49.3 20,692 28.8 12,110 
|§*Holiday ......... 38.2 25,948 ee .... | Field & Stream .... 63.3 27,153 65.1 27,912 
House Beautiful 87.6 55,340 90.7 57,339 | Fur-Fish-Game .... 22.9 9,839 20.9 8,965 
| House & Garden 76.8 48,521 66.2 41,815 ‘Hunting & Fishing 24.4 10,463 25.5 10,721 
Improvement Era 16.9 7,235 15.1 6.480 Outdoor Life ...... 50.1 21,472 52.1 22,362 
BEBTTUCtOr 6 cs0ci% 31.3 20,430 29.7 20,339 POMEGROOPE 5.5% 6 WK 2 19.6 8,418 20.9 8,784 
Macfadden Men's | Sports Affeld ....... 53.2 22,820 47.3 19,8 
Sy Oy See 17.5 7,488 25.1 10,774 : ae a Pe ee 
Mechanix Illustrated 81.8 18,310 68.8 15,420 Total Group 282.8 120,857 260.6 110,7 
Motor Boating ..... 86.2 50,678 88.5 52,014 | JUVENILE 
HAS 'EM Nationa! Weesrapiic 33.0 7,616 33.0 7,854 | American Girl ..... 11.0 4,712 14.4 6,1 
Nation’s Business ... 41.4 17,754 59.9 25,7038 Aviation Adventures 
| ‘ Nature Magazine .. 3.1 1,334 at 730 & Model Building 6.6 2.501 3.0 1,150 
PM: ak Decoded ice x <5 20.4 13,855 19.5 13,260 ee, TAGG ony 6 ias sc 17.0 11.549 16.8 11.406 
2.9 Popular Mechanies.. 165.1 36,988 144.8 32,428 | Calling All Girls... 19.8 8,308 22.1 8,424 
and it’s all part of the new) popular Publications — 11.3 2,524 16.5 3,704 | +Child Life ......... 2.6 1,13 3.2 1,356 
ivi Popular Science 140.1 31,388 132.5 29,681 famous Funnies . 7.0 2,709 9.0 3,487 
| program plans, the new activi- ).01 i) See 40.7 17,441 52.6 22,582 rosary sae on ive one as9¢ 0 10.8 yrs 
ties, which...under the new Rotarian .......... 8.0 3,414 8.7 3,742 Polly Pigtails ..... 5.0 1,896 6.0 2,284 
i .  s6,,9° | Scientific American, 11.0 41,700 10.4 4,448 | — sesicliiantidiiedlal —_- 
| ownership of Leo J. (“Fitz”) | esport ............ 13.6 5,370 Total Group ..... 79.0 37,102 85.4 38,871 
“ : ee ” Street & Smith All 
i / Fitzpatrick and I. R. (“Ike”) Fiction Grp. 3.0 558 4.0 744 WEEKLIES—JANUARY 
4 . , Lounsberry ee are remaking ee eee 63.0 26,460 39.4 16,557 American Weekly . 53.4 53,424 60.1 60,060 
{ = . he ° ° | Thrilling Fiction Business Week .... 244.2 102,547 268.2 112,648 
| ; / WGR Ss big listening maps in a rer eee 15.3 3,418 20.9 4,673 Christian Advocate. 12.1 5,090 15.9 6,697 
; J J a . Town & Country 145.8 97.902 157.5 105,812 Gtr  avhatagnn xe 125.3 85,211 140.0 95,197 
W estern New Y ork. EG: sc wes kevee ve ¥ Saba 34.6 14,967 30.0 12,837 | Serene aT eee eee 83.5 35,942 93.7 40,421 
ROGUE i aee ok aes 87.0 1,156 96.3 BOGS8 |. EPO 5 os tin cag taniass 22.4 23,521 $6.3 28,092 
ececeesl, inieies), setae emacs |) CRADBEES sda daks o «5 37.6 16,120 84.6 36,294 
Totai Group ....4. 1,898.4 905,803 1,944.2 941,293 ff ar Ar ar ee 223.0 151,993 234.0 159,543 
WOMEN Pe eee 57.5 39,129 60.9 41,443 
2) Ee a 174.0 74,646 167.0 71,643 | Newsweek ......... 184.7 77,576 236.0 99,120 
aFamily Circle .... 20.7 8,881 27.9 11,981 ;}| New York Times 
CMI on n3 pee.’ 155.3 66,638 184.2 79,007 | BEGHABING 2.65 sess 111.3 94,605 104.4 88,713 
Good Housekeeping. 128.4 55,102 114.7 49,202 New Z@Pmer ..<kss. 194.5 83,440 148.3 63,635 
Harper’s Bazaar ... 227.5 143,758 244.4 154,575 bPathfinder ........ 34.5 14,820 37.7 15,842 
gil”. oe 18.8 13,187 19.5 14,745 yl ee eee a 23.3 16,704 25.6 18,336 
Household ......... 27.6 18,739 24.4 16,566 | Saturday Evening 
Junior Bazaar ..... 89.2 56,353 173.0 109,336 ae eee 243.4 165,505 243.4 165,49 
| | Ladies’ Home | Saturday Review of 
j co eee 128.4 87,293 129.9 88,340 } RMCOPMCOTO “Sic 29.8 12,776 38.7 16,59 
Mademoiselle ..,.... 238.0 102,102 206.0 88,374 | a rar 21.2 8,899 19.8 8,3 
Lio i Se re eee 96.8 65,837 88.4 60,127 | — Week ; cae ree me 
F ‘ Modern Romances Magazine ....... 30. 26,15 38.$ 32, 
— Monday through Sone? Te re 45.1 19,356 .62.8 26,947 | Time .............. 266.5 111,949 263.7 110,7 
From 7 a.m. to we = oy oa Smooth, witty Ralph Modern Screen | United States News. 27.4 53,525 149.5 62,77 
“The Ralph Snyder: a of music, intersperses 7 eee 53.1 22,792 62.2 26,673 | ae ead Gao faa 
S ler in quarter hours seine conditions and Motion Picture (F). 56.0 24,046 68.7 29,454 | Total GPOUD. 20sec 2,126.4 1,178,926 2,309.7 1,262,0 
_ mn weather, driving Movieland ......... 39.2 16,829 46.6 20,031 *Not included in totals. 
with ss stg . MEOWIO ZATO 6. Sic eae i 37.0 15,889 49.7 21,286 *Page size changed since last year. 
the correct THme- Movie Show ....... 28.6 12,257 41.1 17,618 aPublished weekly 1946. ° 
| Movie Stars Parade. 37.0 15,889 50.6 21,739 | bPublished bi-weekly 1947; weekly 1946. 
i cee CaCO Movie Story (F).... 4.7 23,456 64.7 27.760 eThree issues 1947; four issues 1946. 
=— : - 4 MOWEGE nx sncisee cows 37.0 15,889 49.7 21,324 tPublication started September, 1946. 
— Monday through Sat Parents’ (N. Y | {Publication started March, 1946. 
3:30 p.™. to 4:25 _ eae aa Buffalo's rollick- EEMEre BGs) v.swsar 1.2 3,078 We 3,298 | dIncludes space in issues sold in combination wi 
seciaiil % *Meetin’ with Keaton ite periods Parents’ (Nat'l) 72.2 30,955 77.3 33,261 Heroic and Jingle Jangle, bi-monthly. 
urday Pes ,in fast-moving 10-mint * i chat Personal Romances. 30.0 12,862 48.3 20,726 | CANADIAN 
| ing Billy ae flalo likes and asks for. How Photoplay (Mac) .. 65.2 27,963 67.5 28,994 | Canadian Home 
! of music that Bu a Promenade . a HOT 21,736 54.8 23,521 | SOUPREE cobsccewee 40.7 27,685 41.9 28.4 
man can SELL! Radio Mirror (Mac) 40.2 17,241 5.6 19,548 Canadian Homes 
*Real Romances 26.0 11,135 34.3 14,732 & Gardens ..... 30.9 20,757 28.9 19,4 
—_— Sem ae rh Sat- *Real Story 26.0 11,135 34.3 14,732 | Chatelaine ....:..... 1.1 27.934 10.1 97,2 
00 a.m.— Monday through ™ : Screen Guide ...... 24.9 16,932 24.1 16,372 *Liberty ..... 94.5 10.515 25.8 11.0 
From 11:30 p- m. to 1: bi * Tune Time” — arya Screenland Unit .. 28.6 12,263 43.9 18,854 MBCIOBNE 646.6: 800 55.4 37,664 17.6 32, : 
urday “Martin To *" sritone delivery of well- ae ’ Romances .. 46.2 7 ee 62.8 eet May fair. is ye l 73.6 49,474 64.9 43,; 
E passing Be . . 5-minute secrets. ‘ 27.7 745 29.3 2,727 National Home 
ee eee Sed Martin —_ vit gorages Seventeen : - 142.1 96,651 102.2 69,472 PAOMUUY ck ckceia 24.3 16,514 23.7 16,0 
known, well ble recorded music Wi \ Today's Woman .... 18.8 8,053 22.8 9,785 | New World ..... ; 20.7 14,090 23.0 15, 
periods Ce the weather, the time ane True Confessions Revue Moderne, La. 20.3 13,777 21.5 14, 
| tween-tune reports war -elebrities and people es om I F ' S80 24,917 67.4 28,901 Revue Populaire, La 29.1 20,390 24.8 17,3 
seview quickies with cet rrue Experiences | *Samedi, Le ....... 17.4 12,211 188 13 
—* ——— (Mac) 12.7 18,332 52.2 22,401 
the saiuaitsiads . —————— —_— True Love & | Total Group ; 378.0 251.011 161.0 939 
— — Re ince (Mac) 10.6 17,406 1.3 22,009 *January linage. 
. ’ : , i i England advertisers and agencies.| Paul Rafferty, account executi 
Why Buffalo s Oldest Station Takes University Post J. Edgar Pool Jr., a member of! in Chicago, has been transferr 
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GEIR AND BUILDING, BUFFALO 3,N.Y. 


Leo L. Rummell, director of 
public relations, Kroger Company, 
Cincinnati, has been named dean 
of the college of commerce, Ohio 
State University, Columbus. 


‘NY Times’ Opens Branch 
The New York Times has estab- 


the advertising staff for two years, 
is manager. 


Gansky Joins Grant 


Joe Gansky, formerly produc- 
tion manager, Parker-Wilson Ad- 
vertising Agency, Fort Worth, has 


to the Dallas office. 


Houghton to Ridgway 
Bradley Houghton, recently a 
sistant to the president of Je: 
Jordeau, Inc., South Orange, N. / 
has joined Ridgway, Ferry 


lished a Boston advertising office| been named production manager Yocum, Inc., New York, as pr 
National Representatives: Free & Peters, Inc at 140 Federal St. to serve New | of Grant Advertising in Dallas. | duction manager. 
; J tc. ' 1 i 
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Yardley Magazine 5uys Agency Interest 


budget Up 20%; 
‘ixceeds $1,000,000 


New YorK—Yardley of London, | 
Ioe.. will increase its magazine) 
2 vertising by 20% 
e record budget exceeding $1,000,- | 


M. M. Heymann, long associated 


| with Small & Seiffer, New York, 
| has 


purchased the half interest 
of Marvin Small, formerly with 
the agency. Albert Seiffer con- 
tinues as president and treasurer. 

r. Heymann becomes vice-presi- 


in 1947, with dent and secretary. 


(00, exclusive of newspaper space | To ‘Civil Engineering’ 


and display material, Mark B.' 


James T. Norton, formerly sales 


Fvron III, advertising manager, and advertising manager, Blud- 


has revealed. 

The schedule calls for full page. 
a ivertising, mostly in four colors | 
~121 pages in 12 publications. | 
This is a new approach for the 
conservative house of Yardley, 
which was established in London 
in 1770, Mr. Byron pointed out, | 
adding that “every effort has been | 
made to create dignified, genteel | 
advertising in keeping with Yard- 
ley tradition while stepping up| 
the visibility, appeal and selling | 
qualities of each individual adver- 
tisement.” | 

Yardley magazine advertising 
for 1947 will fall into three groups: 
Yardley English lavender (‘“‘young, 
light-hearted, gay”), Bond Street. 
perfume (“sophisticated, smart, | 
worldly”), and beauty aids and | 
creams, which will be portrayed | 
in actual make-up colors using | 
life-size heads of models to em-| 
phasize the “English complexion” | 
and “Color-light” themes. 

Magazines scheduled are Cos- | 
mopolitan, Good Housekeeping, 
Harper’s Bazaar, Ladies’ Home| 
Journal, Life, Mademoiselle, Mc- 
Call’s, Photoplay, The New Yorker, 
Vogue and Woman’s Home Com- 
panion. Business publication ad- 
vertising will be limited to Beauty 
Fashion. 


N. W. Ayer & Son is _ the 
agency. 
3 Name Deutsch & Shea 


Knickerbocker Pipe Company, | 
Brooklyn (London Hall and other 
pipes), Lincoln Electronics Cor- | 
poration (portable phonographs), 
and Premo Pharmaceutical Labs, 
(ethical pharmaceuticals), New 
York, have appointed Deutsch & | 
Shea, Inc., New York. 


Appoints Dixon 
Louis E. Dixon, formerly with 
G. F. Harvey Company and R. J. 


Strassenburgh Company, has been | 


appointed sales and advertising 
manager of Hoosier Pharmacal 
Company, Indianapolis. 


“‘Score Card”’ 
for today’s game! 


Actually. the tide may be 
going out . . . Before the 
buyers’ market arrives (or 
while the change is going 
on) get a Burgoyne Grocery 
Index Report ... then move 
forward on facts! 


Market-check 


action to 


can show re- 


New products 
displays 
merchandising stunts 
advertising campaigns 


as used by “top-flight” na- 
| tional grocery manufacturers 
‘our clients). 


Tell us your situation on 
new plans we'll tell you 
how our sales research serv- 
ice can work for you! 


Bur OGYhHE 
ott cael 


Dixie Terminal Building 
Suite 431C 
CINCINNATI 2 


worth and marine division, Na- 


tional - Simplex - Bludworth, Inc., 


has been appointed advertising 
manager of Civil Engineering, 
New York. 


Record Drive Planned 
for Old English Wax 


Boyle-Midway, Inc., New York, 
subsidiary of American Home 
|Products, will emphasize quality 
/at a lower price in a record cam- 
paign for Old English wax line, 
' through W. Earl Bothwell, Inc. 

The schedule calls for use of 
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242 newspapers from February and daily spots following three 
until the middle of June and from top-rated daytime serials on NBC 
September through November, and CBS. 


Your advertising to a 
most profitable field through 


the most profitable medium 
will produce the best results 


discounts. 


ist't a worn out 


Master Craftsmen 


ADOLPH F. BUECHELE, 


2001 CALUMET AVENUE 


tradition with long, white whiskers! 


Masterpieces of craftsmanship were the works of those old timers! Their minds and hearts 
lived through their hands. They were craftsmen... Nowadays, craftsmanship has shaved 
its whiskers... but... the same brand of conscience, the same exacting standards when 
guiding modern, precision instruments are building masterpieces possessing even greater 
values—utility values which don’t always show in gleaming metal and shining varnish. 
... Nor does the ability of photo-engravings to deliver millions of hard-hitting messages 
to their destination show on their bright copper surfaces, in pretty proofs or in fancy 
It's the performance record of the organization which produces them, its 
reputation for adherence to honorable practices and ethical ideals which stamp their 
product ‘Masterpieces of Craftsmanship”... That stamp on Rogers engravings has meant 
"A Profitable Investment’ to hundreds of careful advertisers for more than twenty years. 


Of Photo-Engraving 
President 


CAL. 4137 - CHICAGO 16, ILL. 
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Names Devereaux V.P. 


John W. Devereaux, formerly 
head of OPA’s portable lamp and 
shade unit, has been elected vice- 


Agricultural : 
eaders 


Digest a 


EXTENSION AND VOCATIONAL PROGRAMS 
FOR FARM AND HOWE 


50 Million Opportunities to 
Get Your Product “Talked About” 


Agricultural Leaders make over fifty million farm 
contacts each year. Be sure these influential 
leaders know about your products to implement 
the farm practices and home conveniences they 
recommend. Agricultural LEADERS’ Digest 
reaches all 30,000 men and women leaders serv- 
ing six million farm families. Ask for Market and 
Merchandising Data Folder. 


AGRICULTURAL LEADERS’ DIGEST 
139 N. Clark St., Chicago 2, lll. 


PUBLISHED EXCLUSIVELY FOR LEADERS IN 


AGRICULTURE AND HOME ECONOMICS 


president of Deena Products Com- 
pany, Chicago. He will head the 
company’s public utility business 
and develop samples of certified 
lamps. 


JWT Elects Luther Lemon 


Luther Orange Lemon, treas- 
urer of the J. Walter Thompson 
Company, New York, has been 
elected a director. Mr. Lemon 
joined the agency in 1924, and has 
served successively as assistant 
treasurer, comptroller and treas- 
urer. 


Lanchere Names Atlas 

Atlas Advertising Agency, Chi- 
cago, has been named to handle 
the advertising of Lanchere, Inc., 
maker of Protene shampoo and 
other cosmetic products. News- 
papers, outdoor posters, spot radio 
and car cards will be used. 


Menderson Joins Doner 
Ted Menderson, formerly with 
the sales promotion staff of Roll- 
man & Sons Company, Cincinnati, 
has joined the Chicago office of 
W. B. Doner & Co. as production | 
manager 


4 


| 
| 


Getting your full share 
of business in the three 
billion dollar outdoor 
market depends on sell- 

ing the nation’s spending 
sportsmen the kind of 
sportsmen who vote Out- 
doors their favorite maga- 
zine. 


Each month Outdoors treats 
its 300.000 (ABC) circulation 
to the cream of articles and 
stories written by the country’s 

foremost outdoor authorities ... 
to up-to-the-second news and fea- 
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FEBRUARY ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial Commer « 
Display Display 
Excluding Excludin 
Poultry, Poultry 
Livestock Livestoc 
-——tTotal Advertising——, and Classified -—Total Advertising——, and Classi 
c——1947———7".  -—-—1946—_, 1947 1946 7 1947——_ -——_1946—_,, 1947 19 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lj 
FARM MAGAZINES Farmer, The ...<... 48.9 38,304 49.8 39,060 28,409 29 
Hoard’s Dairyman . 43.7 31,710 42.0 30,597 26,817 26 
Capper’s Farmer 38.6 26,219 35.6 24,212 23,431 21,545 Idaho Farmer ..... 31.6 23,901 32,3 24,450 21,349 21 
Country Gentleman 88.5 60,192 72.6 49,361 55,945 44,371 Indiana Farmer's 
Farm Journal ..... 96 41,229 94.1 40,3867 37,007 36,088 CEUIEO .odevesercas 25.0 19,664 27.4 21,483 12,772 16 
Progressive Farmer: Kansas Farmer .... 38.0 28,869 29.6 22,533 17,091 16 
Carolina-Va. Michigan Farmer .. 42.3 32,458 44.8 34,411 28,531 30 
bi) re 69.2 50,422 57.1 41,632 45,198 36,913 Missouri Farmer .. 6.0 4,685 5.4 4,203 4,253 3 
Ga.-Ala.-Fla. Missouri Ruralist 25.0 18,985 28.3 21,475 14,647 17 7 
rs 70.1 51,067 56.4 41,073 46,195 36,174 Montana Farmer .. 29.2 22,051 27.4 20,721 16,350 1: 
Ky-Tenn.-W. Va. Nebraska Farmer 55.4 41,900 51.6 39,005 33,152 31 
ere 68.7 50,033 55.9 40,750 45,120 36,351 New England 
Miss.-La.-Ark. Homestead ...... 41.8 29,281 43.2 30,202 21,403 21 
Edition ....... 66.1 48,189 53.3 38,856 42,308 33,826 Ohio Farmer ...... 45.7 35,112 47.4 36,402 31,724 33 9 
Texas Edition ... 71.8 52,318 57.2 41,680 45,705 35,913 Oregon Farmer ... 28.7 21,683 29.9 22,600 19,214 19,5%% 
*In all 5 Editions .. 58.5 42,605 46.7 34,004 39,367 30,821 Oregon Grange 
*Aver. 5 Editions .. 69.2 50,405 56.0 40,798 44,905 35,835 po ee etre 12.5 13,650 10.7 11,620 13,650 11 ny 
Southern Agricultur- Pennsylvania 
ME saekied bbe seas 40.9 28,614 35.3 24,706 24,474 21,684 iy ree 55.3 42,470 44.2 33,912 39,815 31 6 
Successful Farming. 93.2 41,940 84.4 37,983 38,475 34,182 Utah Farmer ..... 22.8 17,204 21.3 16,132: 15,660 15,177 
ad — Wallaces’ Farmer & 
Total Group ....703.2 450,223 601.9 380,620 403,858 337,047 Iowa Homestead. 52.8 41,386 54.2 42,474 33,436 34,s59 
Washington Farmer 29.1 21,974 32.0 24,226 19,415 21,439 
MONTHLIES +Western : fi 
Aévisubtienns taatere’ we , Life a ..153.6 120,458 157.6 123,505 18,017 16,629 
; 9 9 9 VYisconsin Agricul- 
pee ere SS SY Oe Se elapse 40.0 31,313 43.4 34,038 27,762 30,539 
} 9 aed 97 5 2 ———. — —— 
a Ae ee ee ee Total Group ....920.6 713,487 905.2 702,115 512,511 505,969 
Journal: ey + ander tek eee kt 
y iti . 79 $ 7 3.52 ; rizona Farmer .. 9. 37,3: 37.5 28,379 34,874 26 
astern Baition - 72.4 24.081 781 $2697 16.262 14271 | Ciltormia Cultivator 22 aia8 Set agate aetet Pe 
Western Bdition . 61.2 21,966 46.9 20,162 11,617 10,715 | 2Deiryman’eleague =|, igs 2.375) 4.801 6,0 
*In all 8 Editions .. 47.7 20,452 46.1 19,793 11,118 10,346 ft ge EL el de os sic ins . 
Better Farming Pacific Rural Press: , a ‘ 
‘Methods ........ 25.9 11,104 26.1 11,216 11,104 11,216 Morcnars Teyem 668 Ft.835 S05 See See eee 
Better Fruit ...... 26.8 11,270 25.5 10,715 11,270 10,716 Roamer Wien, 51.5 Mires See Price esas ates 
Breeder’s Gazette 25.0 11,240 26.1 11,744 6.011 8.336 Prairie Farmer 63.9 39,253 56.7 41,267 30,685 33,217 
California : 250.6 187,817 233.7 175,868 160,435 151,16: 
Citrograph ...... 23.5 15,764 24.4 16,380 15,738 16,359 Tota! Group ..... 260.6 187,817 238.7 175,868 160,485 161, 
Cattleman, The ... 88.8 37.299 89.5 37,607 16,467 14,451 | Weeklies—January -— Ere To ae 
Cooperative Digest. 20.0 4,200 15.0 3,150 4,200 3,150 | Capper’s Weekly 9.5 21,83 ‘. S25 29,200 9,727 
| Electricity on the aWeekly Kansas . cr aR 0 es) 96 
WU: Fic cadaces: 18.8 6,742 19.4 6,928 6,742 6,928 City Star ....... 11.0 27,031 16.6 88,268 18,851 25,( 
Farm and Ranch .. 47.9 33,586 35.3 26,795 28,775 22,099 Pa 5 tie ik, Tn Ure PR ea 
Farmer-Stockman . 31.9 24,085 30.0 22,694 21,901 20,673 | ,, total Group ..... S05 40,265) 52.9 SALONS SEOTL 84,760 
Florida Grower 22.0 14,991 19.2 13,042 14,525 12,471 cee eee 
Kentucky Farmers’ Chicago Daily ar ere se 70g ai EES a 
Home Journal 21.4 16,762 19.6 15,353 14,188 13,074 _ Drovers Journal . $1.7 67,535 31.3 66,706 37,555 40,316 
Michigan Farm Kansas City Daily ‘ Me gem. eae Ks nats 
oa Ree 2.1 4,362 2.5 5,138 4,242 56,046 | | oo ig ——— 42.5 90,437 37.7 80,244 52,441 50,916 
Yr ‘ , mana ally Jour- 
goo a sper . 7.0 5,096 7.0 65,103 4,632 4,764 nal-Stockman 49.7 105,686 41.9 89,262 70,450 59,97: 
New Jersey Farm : . St. Louis Daily Live NE : ee 
and Garden ..... 48.4 21,814 39.7 17,854 16,502 14,210 Stock Reporter .. 28.4 60,389 28.4 60,394 46,373 46,344 
pic Fate eyes ; 20 5.395 15.0 6.751 4,982 6.419 Total Group ..... 152.3 324,047 139.3 296,606 206,819 197 ) 
Poultry Tribune: a f ; ae 
Eastern Edition.. 83.6 35,896 88.3 37,903 17,729 17,221 ‘Not included in totals. mae 
Central Edition 69.4 29,799 74.4 31,936 15,531 16,362 +Includes Annual Livestock Review issue 
Western Edition . 54.6 23,443 59.0 25,352 12,971 13,949 tTwo issues 1947; three issues 1968. 
Pacific Edition .. 59.0 25,337 57.9 24,876 13,257 13,895 aThree issues 1947; five issues 1946. 
*In all 4 Editions . 49.9 1,434 53.2 22,848 12,334 13,470 
Southern Farmer 6.7 5,321 5.3 4,247 3,604 3,503 CANADIAN 
Southern Planter .. 37.0 25,975 38.9 27,197 22,908 24,522 *Canadian Country- 
Western Dairy MAN wc eccsoseses 29.8 20,863 28.0 19,594 3,190 14,391 
Journal ......56- 43.0 18,200 46.5 19,534 9,196 8,914 Country Guide, The 31.3 22,510 33.8 24,305 22,510 24,305 
Western Livestock *Family Herald & 
SOMERS akicedits< 87.2 36,652 91.3 38,338 15,141 15,382 Weekly Star: 
— — —- —_  ———- 1 —-——_——— Eastern Edition 78.2 78,205 74.7 74,662 44,730 44,905 
Total Group ....1,111.7 527,619 1,100.3 518,832 350,723 337,407 Western Edition 74.7 74,662 63.1 63,065 44,905 41,433 
Monthlies—January Farm & Ranch 
Arkansas Farmer 10.2 7,726 10.1 7,651 7,726 7,651 PROVES  ccseeea. 20.0 14,380 17.6 12,658 13,098 11,473 
Idaho Granger .... 9.5 10,346 8.4 9,156 10,346 9,156 *Farmer’s Advocate & 
Nation’s Agriculture 11.1 5,010 11.8 D, 321 5,010 5,321 Home Magazine . 32.8 22,863 31.0 21,717 15,883 15,307 
— - ee — Farmer’s Magazine. 29.4 20,601 31.1 21,741 17,712 19,12 
Total Group .-- 30.8 23,082 30.3 22,128 28,082 22,128 *Free Press Prairie 
Semi-Monthly—January Farmer ..... ..- 99.3 111,768 83.4 93,858 49,506 47,142 
American Agricul | *Western Producer. 51.5 55,077 54.7 58,561 26,340 28,312 
RO ba a4 6.0 co wae. « 34.1 4,816 28.4 20,660 21,037 17,656 | — — — — — - 
California Grange | Total Group ..... 447.0 420,929 417.4 390,161 247,874 246,391 
i ror re 17.4 19,602 18.3 30,496 38,382 19,37¢ | —— 
Dakota Farmer $1.7 32,211 36.0 27,910 29,625 25,482 ' *January Linage. 


Farm Papers Gain)! Bridgford Names Ayer Otis to Basford 
O/ = Bridgford Company, San Diego G. M. Basford Company, New 
5.7% in February 


processor and_ distributor of York, has been appointed to 
: _ | Bridgford frozen foods, has ap- handle public relations of Otis 
Cuicaco—Farm paper linage in’ pointed N. W. Ayer & Son. Elevator Company, New York. 
the past month was 5.7% greater 
than a year ago, ADVERTISING AGE’S 


monthly survey of farm papers 
shows. The February report shows 
a total of 2,274,637 lines, against 


tures about fishing, hunting, 
camping, boating ... to a spar- 
kling editorial fare that makes for 


loyal readership and powerful 2,151,077 a year ago. 

reader reaction. The increase was sparked by | 
an 18.3% gain by February farm | 
And each month Outdoors pre- magazines, whose linage jumped | 


sents to 600,000 eyes the advertise- 
ments of America’s top-flight com- 
panies .. 
merchandise directed to the quality 
sportsman’s market. 


. advertisements of quality 


from 380,620 to 450,223. The only | 
group showing a loss were the| 
January weeklies, down 11.9%, 
from 54,908 to 48,362 lines. 

The report shows that farm 
dailies had a 9.3% increase, up 
from 296,606 lines in January last 
year to 324,047 last month; Janu- 
ary bi-weeklies gained 6.8%, from 
175,868 to 187,817 lines; January 


GRAPHIC GROUP — 


FOR 
THE FINEST POSSIBLE 


|monthlies were up 4.3%, from 
22,128 to 23,082 lines; Seanuey REPRODUCTION 
semi-monthlies were up 1.6%, uw 
from 702,115 to 713,487 lines, and | ON YOUR 24 SHEET POSTERS ; 
February monthlies gained 1.7%, | 
from 518,832 to 527,619 lines. Iyhogs BY SILK SCR EEN 
Canadian farm papers showed a wg 
7.9% gain, having carried 420,929 
lines in the month compared with se 
390,161 a year ago. whe 4 = : 
, — ad et ” =a|= . 
: x +. HAR AHE BBB RRARABP 
— Renamed Posner-Zabin HHeae 
James B. Zabin, formerly vice- ——<———<—<j OC 
TRL ae a rs president of the Posner Advertis- 1}] 


FEDERAL ST., BOSTON 10, MAS 
ishers of SALT WATER SPORTSM/ 
OPEN ROAD FOR BOY 


CHILD LIFE 


"oe 


ing Agency, New York, has been 
named a partner in the agency, 
which has been renamed Posner- 
Zabin, Advertising. Mr. Zabin 
previously was with Grey Adver- 
tising Agency, Buchanan & Co., 
and general manager of Cinema 
Circuit Corporation. 


780 NORTH JACKSON STREE 
MILWAUKEE 2, WISCONS 
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41 
meetings as observers. iT. : 
. ’ o Promote Rosetish nual dinner April 24 at the Wal-| Aeronautical C 
lite NAB and Networks Mutual, which is also an NAB dorf-Astoria Hotel, New York.| Airplane po tet ogg etna 
i a te b t Sixteen Gloucester, Mass., fish P and Propeller divisions, 
Display member, is an observer at board distributors have appointed #. B.| William E. Robinson, business | Dehmel Trainer division). Busi- 
Excludin meetings, though it does not have | + etd ete Gunsour Boston and | manager of the New York Herald | ness papers will be used. 
Livestox i vert 0 en Break: a representative on the board. | New York, to handle a new onan | Tribune, is chairman of the dinner | scutceameaezaanes 
ae an ° p | Sm | paign to promote the sale of rose- | COMIERIIOS. Two A int Seidel 
Lines Li , N ’ Buys ‘Parts Jobber’ an during the Lenten season. | Seid — ee ede 
8,409 29 4 \ ‘ | Ne ill : eide tisi 
5.817 26 No Schism Now Mal Parks, vice-president and| a Names Reach Agency York, has phen Ar te hana 
1,349 21 ; general manager of Kolbe Pub- Curtiss-Wright Corporation, the advertising of Bar Mart, Ince., 
2772 1 lications, New York, has pur-| Mars Adds 74 Outlets New York, has named Charles | and Ganger, Inc., creators of bars, 
1.091 16 WaSHINGTON—An open break chased Parts Jobber, from Kolbe,| yyars Inc. Chicago candy manu- | Dallas Reach Company, Newark, novelty bar accessories and gad- 
253 3 between the National Association} and has moved its offices from facturer, has added 74 outlets for ‘® handle the product advertising | gets. Newspapers and magazines 
3647 17 of Broadcasters and two major| 1270 Sixth Ave., New York, to| 4. Chicago-originated “Curtain °! itS aircraft divisions (Wright will be used. 
it networks was averted last week, + el yoga ele Time” program heard over ABC 
140321 ae ae Pye tbe pone Jobber, Inc., in Chicago. | gn ta sc 8.” a PICKS UP AND DELIVERS 
tie re 9 . anneael mamiingiaie _—— | Advertising is the agency. Anything from a letter to a truckload 
aad ? ) fo: a e p. . Mogul Promotes Munroe shipment. Rush delivery of anything 
2650 11 The settlement was revealed in Emil Mogul Company, New| 7; BONDED SPECIAL anywhere in Chicago 
9,815 31 a‘ioncommittal announcement by| york, has appointed Helen Mun- Ad Bureau Dinner Set DELIVERY SERVICE = —*o the railroad sta- 
5660 1 Justin Miller, president of NAB;| roe as space buyer to succeed Jack, The Bureau of Advertising, ise alee edie, Ct Sere. © 
alec Niles Trammell, NBC president,| Szerlip, resigned. Miss Munroe’ American Newspaper Publishers ee Te 
15 21 and Frank Stanton, president of| will continue also as time buyer.) Association, will hold its 25th an- | PHONE DEL. 1234, 412 N. Wells St., Chicago 
. CBS. 
seit The statement said the change 
1,762 30 in status would be referred to the | 
511 505 NAB board which meets here in 
May, but gave no hint of the rea- 


5,78 rt : sons for the change. | 

_ It stated flatly that “there is | & & 
gna no schism” between NBC or CBS | 
poe ae and NAB, and that “neither net- | 
685 33.217 work has resigned from the asso- | 
485 161,195 ciation nor intends to resign.” | 
= Expected to Drop Out | 


The announcement was issued | 


three days after reports circulated | 
in New York that the resignation | 
of the two networks was Seana | 
nent. Though neither network | 
would officially confirm these re- | 
ports, reliable sources within the | 

How do you measure your 

sales opportunities in a terri- 

tory?...By any business 

yardstick you choose to use, 

the farm families of the 14 Southern states are a 
great new market for what you have to sell. 


networks said the decisions were, 
definitely made. 

Subsequently, there were two| 
days of meetings between the NAB | 
president and the networks, cli- 
maxed on Friday by the state- 
ment that the networks would | 
seek “associate” status. 

Currently, NAB has sinsisnan| 
transcription firms, station rep- | 
resentatives and similar related 
businesses as “associates.” 

The dues are only a fraction of. 
the networks’ current assessment, 
which provides an estimated 10% 
of NAB’s $650,000 budget. 


Sought ‘Associate’ Status 


Networks and member stations 
have long quarreled about net- | 
work influence in the organiza- 
tion, and the amount of dues and | 
assessments. In 1942, NBC sought | 
“associate” status, but the matter | 
was dropped after CBS refused 
to go along. 

As active members, both net- | 
works are represented on the NAB. 
board. When the board considers , 
their “associate” status in May, 
it must decide whether they are) 
to be “outsiders” or to sit in on} 
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3,098 11,473 


5,883 15,307 
7,740 


9,506 
6,340 28,312 


1,874 246,391 


any, New 


ointed to 
s of Otis 
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'DEMAND BANK DEPOSITS? 


The Rural South’s demand bank deposits in places 
under 15,000 are more than $312 BILLION .. . 517% 
greater than in 1929... 1,038% greater than in 1932. 


TTT TT eT Ce ee eee he rr 


ANNUAL CASH INCOME? 


The Rural South’s cash farm income is approxi- 
mately $6 BILLION per year...89% greater than 
in 1929... 381% greater than in 1932. 


Anyone, anywhere can set 


a Oe ke a Oe a be OA OP wok 8 Bee hee eee Poe 8 ee ee 


RETAIL SALES? 


The Rural South’s retail sales in places 2,500 and 


', pe this new, practical way. 
t, economical —just the 
ng for heads or complete 


s. Cardboard letters are 


omatically aligned when under are 166% greater than in 1929 eee 438% 
into Fototype composing greater than in 1932. 

k. No metal type, no 

ssy ink, no impressions TET T TT TN a et eee Oe 


pull. Over 75 popular 


LOW-COST SALES? 


The Rural South is breaking all records in its 
growth as a consumer market. This means more 
and more sales per dollar invested in advertising 
in The Progressive Farmer—the magazine with 
outstanding leadership in readership and prefer- 
ence among the South’s prosperous farm families. 


eS to select from, each 


ked in a compact, refill- 


e leatherette case. 


New 24 -Page 
Catalog 


4 ROSCOE ST., CHICAGO 15, ILLINOIS 


RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 


Advertising Offices: BIRMINGHAM, 
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ons, ;received full postage at regular;only one who is wondering about | work readily raised the specte: 
ee re, 'rates for these services. Neverthe- | information men. The Senate will|a Wallace-sponsored “seal of ; 


proval” or a “grade labeling” p 
gram. Last week, Commerce § 
retary Averell Harriman put 

simplified practice and tr: 


|less, they traced the impending | soon make an inquiry to find out 
'$300,000,000 1947 deficit to pay in- | how many have written books and 
creases, which have added nearly | magazine articles on government 
half a billion to expenditures.| time. More pertinently, there is 


Public Keeps Wartime Bonds; | 
Most Have No Spending Plans 
WASHINGTON —According to 
Treasury’s best information, the 
American people are clinging to 
the bonds they bought during the | 
war. Redemption of E bonds dur- 
ing 1946 ran slightly ahead of | 
sales, but the over-all sale of E-F- 


| 


By STANLEY E. COHEN, Washington Edito- 


Jesse M. Donaldson, First Assist- 
ant Postmaster General, noted that 


postal deficit. When Post Office | higher ge — pete a 
officials appeared at an “explora- | Se ee nie shia 
pase . | than first class. 
cory” session of the House post * * «* 
office committee, members wanted 


ingest h ey | Government informaiion men 
o know how much of the $148,-| are nervously awaiting the first 


000,000 1946 deficit was contrib- | departmental appropriation bill to 
uted by government and Congres-| emerge from committee, to see 
sional mail. Officials conceded that! what Appropriations Chairman 
the deficit would have been pared | John Taber does to funds for in- 


| businesses have offset costs with | 


a move in the House to look into 
the Justice Department and a few 
other agencies where “information 
men” stand between newsmen and 
the direct source of information. 
* * co 
When Henry Wallace became 
Secretary of Commerce, an im- 
measurable amount of activity was 
directed at transferring simplified 
practice and trade standards work 
from the Bureau of Standards to 
the Secretary’s office. It set off talk 


standards units back in the Bur 
of Standards. 
* * * 

Fate of marketing statistics r 
squarely at the moment with 
House appropriations commit 
If the committee uses a meat 
the government will have littl, 
offer. For example, it is questi 
able whether Census will h 
much on population by states 
fore summer, and even then 
material will be thin. An estin 


G bonds to individuals easily out- 
distanced total redemptions. 
Treasury reports that a heavy 
majority still hold all the bonds 
they bought. About a fifth of the 
bondholders redeemed some bonds 
during the year. Of the tens of 
millions who held bonds, only 2,- 
500,000 had liquidated their hold- | 
ings entirely, at the time of a spe- | 
cial study last summer. | 
The Treasury’s survey, covering | 
the first seven months of 1946, in- 
dicated that three out of five bond- 
holders had no plans for using | 
their bonds. In most cases they | 
were regarded as savings, to be | 
used for education of children, or | 
for homes or farms. 
Of those who redeemed bonds 
during the survey period, 80% 
turned in relatively small amounts 
to meet emergency living ex- 
penses. The largest redemptions 
were made by the 14% who “con- 
verted” to other investments, such 
as homes. 
| Note: Federal Reserve will have | 
some news about savings in a 
survey that should be available | 
| this May. Meanwhile Treasury 
estimated that 1947 found indi- 
viduals with $191 billion of liquid | 
assets, compared with $70 billion | 
in 1941. Corporations had doubled | 
their working capital, entering the 
| year with $55 billion of liquid as- | 
| sets, much of it in cash and U. S. | 
securities. 


by $100,000,000 if the Department | formation work. Taber isn’t the|at the time, because standards | for 1945 was made by “projecti: ” 


rs. 


* * * 


At least three Congressional 
committees are now studying the 


Df you sell 


L has been wisely said that it’s the coming into 
port rather than the going forth that determines the 


success of a voyage. 

And so with each issue of a magazine. No matter 
how admirable its editorial excellence, the width and 
depth of its influence depends mainly on one single 
fact—who reads the book? 

This is especially true for firms who use it as an 
advertising medium. 
| Newsweek’s editorial policies literally skim the 

cream. Newsweek delivers a greater concentration 
of leaders of business, industry, and government per 
advertising dollar than any other magazine. 


The moral is obvious. Concentrate your advertising 
in Newsweek—and sell “the top 700,000” first! 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of almost five 


million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
j it to you by RESULTS. 


“‘WIBW 


"Te tice of Kamaaa* 


Topeka... Kansas, 
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43 ration book registrations. 
ith servicemen home, Census 
els it would be questionable to 
y another “projection” without 
‘tensive field work. 
* ok * 
The marriage derby may be 
: pering off. Though the total for 
146 was 29.3% 
ak, December was off sharply. 
Former Rep. Fritz Lanham, 
sponsor of the new trademark law, 
now ae registered lobbyist. 
mong his clients are the National 
Tatent Council at $6,000 a year 
and the American Fair Trade 
Council at $4,000. . . The lobbyist 
fie also reveals that the National 


above the 1942) 


and expenses to Publicity Associ- 
ates for work on repeal of mar- 
garine taxes. 


Latrobe Names Rosin 


Robert W. Rosin, who was re- 
cently released from the Army and | 
prior to that had his own agency 
in Chicago, has been named head 
of the advertising department of 
Chicago Latrobe, designer and 
maker of twist drills, reamers and 
special tools. 


WAYS to Add Power 


Station WAYS, Charlotte, N. C., | 
has received permission from the | 


| pointed production manager. 


Greene Agency Names 2|[ jincoln Retires 
Robert L. Craig, formerly of % 
Dryden Press, New York, and a as ‘Post-Dispatch’ 
former member of the editorial 
department of Twentieth Century- "I 
Fox, has been named copy wty-| Business Manager 
of Thomas G. Greene, Advertis-| St. Lours— After almost 52 
ing, Orlando, Fla. Ken Colman, | years’ service with the publication, 
formerly of Art Engraving Com-/ Albert G. Lincoln has retired as 
pany, Cleveland, has been ap- | pusiness manager of the St. Louis 
Post-Dispatch and as second vice- 
. president and a director of the 
Ditto Names 3 V.P.s Pulitzer Publishing Company. 
Ditto, Inc., Chicago, has ap-| The veteran executive, who is 
pornien meee ap be ee porn ate |73, started with the circulation 
- E. Horn, in charge of export; | department of the Post-Dispatch 
R. J. Kirkpatrick Jr., formerly | j,- 195 after previously working 
general sales manager in charge with the St. Louis Republic. He 


— 


sage : ‘FCC to increase its daytime of domestic sales, and G. M. Arm- . : 2 7 
Association of Margarine Manu-' power to 5,000 watts. Nighttime strong, in charge of manufac- Was named circulation manager in 
facturers is paying $750 per month | wattage will stay at 1,000. turing. 1896, adding the title and duties 

» “lll 6 


|manager in May, 1939. 


43 


of production manager in 1917. 
Mr. Lincoln was named a direc- 
tor of the publishing firm in 1915, 
secretary in 1919 and _ business 
The fol- 
lowing April he was elected sec- 
ond vice-president. During his 
long career, Mr. Lincoln had 
charge of the installation of St. 
Louis’ first rotogravure plant, and 


also helped inaugurate Station 
KSD in 1922. 
George E. Carvell, circulation 


manager of the Post-Dispatch, has 
been named acting business man- 
ager. Mr. Carvell, who took over 
Mr. Lincoln’s duties as circulation 
manager in 1939, was named a di- 
rector in 1942. Sam J. Shelton. 
assistant to the publisher, was 
named to succeed Mr. Lincoln on 


' the board of directors. 


Humphrey Promotes Two 


Ned C. Smith of the New York 
office and John McCullough of the 
Boston office have been elected 
vice-presidents of H. B. Humphrey 
Company. 


vas Woman 


pays 
and pays... 
and pays! 


BECAUSE— 
SHE CAN AFFORD TO 


Reach the housewife-mother, an 
unbeatable dollar-spending com- 
bination, through THE WOMAN. 
THE WOMAN reaches 
who are at the purchasing age... 
and have the buying power to 
satisfy their needs. Reach them at 
the lowest dollar for the highest 
in THE WOMAN. 


women 


dollar sales... 


Over 40% of 
THE WOMAN ’ 
readers are home tig 
owners’ Over 52% of » 4“ 


THE WOMAN families 
are in the $3,000 
and over’ ) 


income group! 
®eeeeses 4 
“When it comes 


to Figures... THE WOMAN 
HAS SOMETHING TO LOOK AT!”’ 


510% 


va 
—*%oseccce® 


Over are in the 
18-25, 25-35 age group 
Over 58°7 are housewives 


**Starch Readership Survey 194( 


: 


_ with WOMAN'S DIGEST 
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W. T. Grant Company 


makes its 


“store of the future” 


a reality today 


NRANT’S thinking about its “store of the future” will 
G be manifested in its newest unit, a $2,000,000 five- 
story steel and concrete structure now being erected in the 
high-traffic downtown shopping area of Syracuse. N. Y. 


It is a notable addition to the Grant chain, which started 
with one modest store in 1906 and now consists of 488 
busy centers of retailing in 39 states. The Grant business, 
built on values, topped 212 millions in 1946. 


The new Syracuse store will be four stores in one: a 
variety store, a dry goods store, a ready-to-wear store. a 
home furnishings and hardware store. Of its three and one- 
half acres of space, two acres will be devoted to selling. 
It will feature merchandise which not many years ago was 
considered foreign to variety retailing: fur coats, furniture, 
bedding, radios and electrical appliances, cameras. bi- 
cycles, tires and typewriters. It will have a 45-stool lunch- 
eonette, a pet shop and a florist shop. As an added service, 


it will engage in credit selling. 


The main section will be completely free of columns. Built 
into its imposing limestone exterior will be massive show 
windows, one primarily for fashions. Air conditioning, 
daylight lighting and high-speed escalators and elevators 
will contribute to customer convenience and comfort . . . 
features initiated and approved by the administrative per- 
sonnel of the W. T. Grant Company. 

290 of Grant’s operating executives, buyers and store man- 
agers pay to receive Chain Store Age, which they read each 
month for information and ideas applying to their indi- 
vidual functions. These men are an important factor in the 
3'% billion dollar variety and general merchandise chain 
store market. 


Get your sales story to this growing market through the 


Variety Store Editions of Chain Store Age—the only paid 


circulation magazines reaching most of the men who buy 


or sell your products or influence product selection. 


7 Specialized Editions 
Covering Major Chain Store Fields 


CHAIN STORE AC 


185 MADISON AVENUE, NEW YORK 16 


612 North Michigan Avenue, Chicago 11 


520 West 7th Street, los Angeles 14 


| 

| 

| Food Chains 
Jewel ina > 
Kroger Company 
National Tea 

| Safeway 


Group Tota! 
| Mail Order 
kMontgomery-Ward 
aSears, Roebuck 
| Spiegel 
} 


Group Total 
Drug Chains 
bCrown - 
Peoples 
Walgreen 


Group Total . : 
Variety and Miscellaneou 
pene Lee 
ond Stores 

Butler Bros. 

Colonial Stores 

cDiana Stores Corp. 


Lane Bryant, Inc. 
elerner ......... 
McLellan Stores . 
hMercantile Stores 
Murphy, G. C. .. 
| Neisner Bros. . 
Newberry, J. J. .... 
Penney, J. C. .... 
Western Auto .... 
Woolworth, F. W. 


Group Total 
NE. SONNE 55k ob cnes kacdan ves cududes 
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JANUARY SALES OF CHAIN STORES 


January % Gain 

1947 1946 or Loss 

$ 8,637,818 $ 5,539,624 +55.9 
51,930,664 38,274,932 +-35.7 
13,388,714 9,781,797 +36.8 
75,785,225 59 278,187 +31.5 
$149, 742,42) $1 12,874,540 +32.7 
$ 67,096,748 $ 53,006,899 +26.6 
133,955 237 105,845,576 +26.6 
6,549.75! 4,412,781 +48.4 
$207,601 736 $163,265,256 +27.2 
$ 1,126,574 $ 1,095,101 +2.8 
3,586, 15! 3,268,907 +9.7 
11,855,756 * 10,573,715 +12.1 

$ 16,568,481 $ 14,937,723 +10.9 
467 402 512,514 —8.8 

$ 5,659,729 $ 4,076,039 +-38.9 
10,011,945 8.440.314 +18.6 
11,776,577 8 964,024 +31.4 
722,256 769,577 +46.2 
4,310,358 3,726,586 +15.7 
415.552 371.621 +118 
11,246,197 11,496,194 +2.2 
4,655,094 4,480,698 +3.9 
15,713,824 14,374,227 +9,3 
10,701 807 9,918,519 +79 
3,958 352 3,530,924 +12.1 
5,660,429 5 844.713 —3.2 
2,970,410 2,799,990 +6. 
6,452,700 5,009, 100 +-28.8 
7,001 090 6,319,297 +10.8 
2,588,214 2,381 398 +8.7 
7,216,328 6,410,208 +12.6 

44 286 002 36,90! 090 +20.0 
7,586 000 7,265,000 44.5 
37,048,172 32,603,258 +13.6 
$200 448 438 $176, 195,29) +13.8 
...- $574,361 076 $467, 272,810 22.9 


| aTwelve months: 1946—$1,694,567,781; 1945—$1 089,298,604; +-55.6. 
| bFour months: 1946—$5,343,114; 1945—$4,862,345; -+-9.9. 
| c¢Six months: 1946—$6,762,213; 1945—$6,815,534; —0.8. 

dTwelve months: 1946—$76,960,417; 1945—$67,603,206; +-13.8. 


eTwelve months: 1946—$96,981,090; 1945—$9! 


926,029; -+-5.5. 


fTwelve months: 1946—$212,325,781; 1945—$180,306,612: +-17.7. 

g—Twelve months: 1946—$7,215,031; 1945—$7,320,009; -++1.4. 

hTwelve months: 1946—$103,010,900; 1945—$74,407,200; +-38.4. 

kTwelve months to Jan. 31: 1947—$1,035,674,682; 1946—$704 686,754: -+-47.0. 


| Waggoner Appointed 


| Neal W. Waggoner has been ap- 
pointed director of sales of Dan- 
decals and metal advertising spe- 
cialties made by the Howard Zinc 
| Corporation, Fremont, O. He suc- 
ceeds E. F. Sevitts, recently named 
| general manager of Consolite Cor- 
| poration following its purchase by 


| the Zinc company. Mr. Waggoner 


has served with Zink 13 years. 


| Agency Changes Name 


Creative Agency Associates, De- 


| Hopcraft - Keller - Scheifie, 
| Principals include G. J. Hopcraft, 
| formerly head of Creative; Charles 
'H. Keller, account executive with 
, Creative, and A. C. Scheifle, re- 
cently an account executive of 
|Grant Advertising. 


| Hitt Label to Sieck 


Hitt Label Company, Los An- 
| geles, has named H. Charles Sieck, 
|Inc., Los Angeles, to direct its 
advertising. Local and national 
| consumer magazines will be used. 


Heads Phenoglaze Sales 


Harley Williams, formerly 
| president of Williams Marine Con- 
_tracting Company, Brooklyn, has 
joined Phenoglaze Sales Corpora- 
| tion, New York, as sales manager. 
| Phenoglaze is a phenol-formalda- 
hyde protective coating manufac- 
tured in England for use on all 
_ types of wood and metal products. 


Lists Industrial Stores 


ARF May Conduc: 
Continuing Study 
of Point-of-Sale 


New YorK—A three-point rx 
search program on point-of-pw 
chase advertising will be sul 
mitted soon by Point-of-Purcha: 
Advertising Institute to the Ad 
vertising Research Foundatio: 
Norman McKean, executive secre 
tary of the institute, has an 
nounced. 

The program, already approve 
by the display research committe. 
of the Association of National Ad 
vertisers, of which Val . 
Schmitz, F. & M. Schaefer Brew 
ing Company, is chairman, wou! 
involve readership tests, sales ef 
fectiveness of window display: 
and traffic checks. Interviews i: 
both homes and stores would b 
employed. 

Governors of the foundation are 
expected to act on the plan soon 

A current drive has increased 
institute membership 53%. The 
institute will hold its annual mem- 
bership meeting here May 12. 


GEORGE BIRKHOLZ JOINS 


-POINT-OF-SALE SERVICE 


Houston—George Birkholz, for- 
merly assistant sales manager of 
Wm. Wrigley Jr. Company, Chi- 
cago, has joined National Point- 
of-Sale Label Service here (AA, 
Dec. 23, 1946) as vice-president 
in charge of operations. 

MacDonald Lynch, Galveston 
financier, has been elected presi- 
dent of the new company and Joe 
W. Edwards of Gano-Bachrodt- 
Edwards advertising agency, 
Houston, has been named execu- 
tive vice-president. 


‘Burnett Campaign Starts 


American Home _ Foods has 


National Industrial Stores As- | launched a campaign in 54 news- 
| sociation, Washington, has begun | Papers for Burnett’s food flavors, 
troit, has changed its name to’ distribution to its members of the | With Burnett’s vanilla featured or 


Inc. | “1947 NISA Yearbook,” containing | mentioned in all ads. Featuring 


'a list of industrial stores in the | cartoons by Alain, the ads are run- 


U. S., volume of business of the 
stores, names of buyers, etc. Non- 
members may obtain copies from 
the association at the Southern 
| building, Washington. 


O’Connell to ‘Liberty’ 


Frank O’Connell, an account ex- 
ecutive with the central division 
|of American Broadcasting Com- 
| pany for four years, has joined 
| the Chicago office of Liberty. 


ning bi-weekly throughout 1947. 
H. B. Humphrey Company, Bos- 
ton and New York, is the agency. 


Carter Retires 


C. G. Carter has retired as 
chairman of the executive com- 
mittee of Liquid Carbonic Corpo- 
ration, Chicago, following 40 years 
with the company. He will act 
as special consultant to the presi- 
dent. 


GARY... 


CITY OF OPPORTUNITY 


for National Advertisers 
GATEWAY TO A $400,000,000 ANNUAL MARKET 


Lake County, Indiana...... 


a ee, 


(0) eee ae 


Poe $399,5 35,000 


- + + + $373,357,;000 
.... 26,178,000 


Gary is the principal retail buying center in this market. Gary, next 
to Milwaukee, is the largest city within a r00-mile radius of Chicago. 


THE GARY POST-TRIBUNE 


GARY’S ONLY NEWSPAPER 


Hits the Center of This Sales Target 


Daily home delivered penetration of more than 95% of 


'the families in the Gary city zone. 


average for the entire Gary Trading area. No other me- 
dium, including the combined circulations of all five Chi- 
cago dailies, even approaches our penetration in this area. 
Average weekly wage in Gary industry highest in In- 


They EARN in Gary 


80.8% penetration 


diana. The buying power of the city of Gary has mort 
than doubled in five years: 


oy SET $75,000,000 1946... .. .$157,024,00 
Population of Gary Trading Area......... 200,000 plu 
Wi GRO GATIEES SE BION hc ctscesaiedecescxes 60,000 plu 
More than 90% of all employed persons in the area work in Gary 


They SPEND in Gary 


If you want response, advertise in THE GARY POST-TRIBUNE, the 


newspaper with one of the most productive PULLINE® rates in America. 


*PULLINE measures RESULTS when you ADVERTISE IN THE GARY POST - TRIBUNE 


National Advertising Representatives: BURKE, KUIPERS & MAHONEY @ New York, Chicago, Atlanta, Dallas, Oklahoma City, Los Angeles, San Francis 


For best results ADVERTISE ADEQUATELY in newspapers 
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Ad ertising Age, February 17, 1947 


eo Aetna cca to Adds New Division Forms Medical Unit 


Dobeckmun Company, Cleve-|} Doherty, Clifford & Shenfield, 
land, has established a market|New York, has organized a pro- 
planning division, headed by John fessional department, under the 
M. Cowan, formerly sales promo- direction of a medical staff, to oo a Neo fe 
tion manager, in the position of| handle medical professional ad-| im -— MADE SIMPLER — 
/manager for market development.|vertising. It will handle adver-| Im —— 2 
Alan D. Crowley, formerly direc- 
tor of advertising of Gardner- | Syracuse, and these Bristol-Myers | 
Richardson Company, Middletown, | products: Ipana, Sal Hepatica, | 
O., has been named sales promo-|Mum, Trushay, Minit-Rub and) 
| tion manager, working under Mr.|D. D. toothbrushes. The new de- 
Cowan’s direction. partment opens March 1. 


NEWEST CHEVROLET! 


Sve it and you see 


BI1G-CAR QUALITY AT LOWEST COST 
now made even bizger looking. even better looking 
even more beautiful and desirable in rvery way 


aie 


si) YOUR LOCAL CHEVROLET DEALER |McKim Advertising Ltd. has been|an account executive on Beech- 
——= appointed to direct national ad-| Nut Packing Company for Newell- | i 

; ; , vertising for Hayes Mfg. Company, | Emmett Company, New York, has | ; 

wes announced in this copy, which ran maker of industrial power units | resigned. After a visit to Mexico. RAP I 
Feb. 6 in several thousand daily and | for logging and construction trade.| and Cuba, he will resume his ad- | 


‘ AS - | 
ANNOUNCER—The ‘newest’ Chevrolet | 


weekly newspapers across the country.|The initial campaign is to be vertising activities (as yet un-| 
Campbell-Ewald Co., Detroit, prepared placed in business papers. ‘announced) in New York. 


and placed the copy. 


Fishbein Decries 
Lack of Research 
on New Products 


Cuicaco — Failure of manufac- | 
turers of health products to sup-| 
port their sales efforts with pro- | 
fessional research is responsible | 
for some of the dangers encoun- 
tered by the public in the use of | 
new preparations, Dr. Morris Fish- | 
bein, editor of the Journal of the | 
American Medical Association. | 
told the Agate Club recently. 

He mentioned sex hormones in 
facial creams and cold wave treat- 
ments as two fields in which in- 
lividuals have been harmed, and 
urged that before widespread ad- | 
vertising promotion is undertaken, | 
clinical research be used to safe- 
guard those who purchase the) 
products. 

He described the Therapeutic 
Trials Committee recently set up | 
by the AMA, through which man- 
ifacturers are aided to make | 
arrangements with hospitals and | 
iniversities for clinical research, | 


' the cost of which is paid by the | 


manufacturer. The latter has free 
publicity rights to the material | 
thus developed. Dozens of pro- | 
jects have been started, and the) 
results have been satisfactory from | 
all standpoints, he said. | 

The AMA will celebrate its hun- | 
dredth anniversary at its conven- | 
tion in Atlantic City next June, 
where many manufacturers will | 
cooperate in portraying the his- 
torical background of some of the 
most significant medical develop- 
ments of the past century. 


Adwomen Elect Hancox 


_ Jacqueline J. Hancox of Russell 
!. Kelley Ltd., Hamilton, Ont., has 
been elected president of the 
Women’s Advertising and Sales 
Club of Hamilton. 


Borden Names Schachte 


Hayes Names McKim ‘Brown Quits Agency Job 


YOUR HOUSE ORGAN 
PUBLISHING 


'tising of Bristol Laboratories, 


Get this helpful instruction 
manual that shows you how 
to prepare copy for YOUR 
house organ, more effective- 

ly, more easily. This valu- 

able book is yours — cour- 
tesy of Rapid Copy Service. 


The Vancouver, B. C., office of, David L. Brown, for six years | 


Write or Phone today for 
your FREE COPY. 
STAte 5977 Lo 
D COPY SERVICE 


123 N. Wacker Drive Chicago 6 


lenry M. Schachte, formerly | 


wiih Young & Rubicam, has been 
appointed assistant to the director 
of advertising of the Borden Com- 
any, New York. 


IF YOU HAVEN'T 
SEEN THIS MARKET 


Youll want to know why certain 
foods, drinks, cosmetics and 
cigarettes are missing out on it. 


For it is all around you, with 
‘n billion dollars to spend on 

everything people buy anywhere. 

Yes, the Negro market is so close 
us all that it’s easy to overlook 
And yet it is amazingly easy to 
h it, too, for the Negro looks 
his race press for guidance. 
ir advertising in his papers can 
n his confidence, good will, and 
ular patronage. 


So no matter what your product is, 
i will pay you to write to Inter- 
'\te United Newspapers, Inc., 545 
h Avenue, New York, for the 
ts and the success stories built 
of reaching this great and 
ving market through economi- 
advertising. Write now. 


Still Another RECORD First! 


In the second half of 1946 ARCHITECTURAL RECORD 
carried more advertising than any other monthly 
magazine serving the building industry. 


Leading building product manufacturers and their 
advertising agencies thus confirm the judgment of the 
impartial authorities who in the last five years have 
given the RECORD nine major awards for editorial 
achievement. 


But the strongest testimony comes from the 
RECORD’S readers, by whose vote in good hard cash 
the RECORD is 


FIRST in architect circulation! 
FIRST in consulting engineer firms! 
FIRST in total architect and engineer circulation! 


Add to that a provable coverage of over 80% of all 
building plans and specifications prepared by 
architects and engineers. 


You’re RIGHT with the RECORD! 


“WORKBOOK OF THE 
ARCHITECT-ENGINEER’”’ 


119 WEST 40th STREET, NEW YORK 18, N. Y. 
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Advertising Age, February 17, 1547 


Figure bold face heads 26 letters and 


Terms cash with order. Forms elose 


Display advertisements take card rates. 


POSITIONS WANTED 


ARTIST—agency experience, mod- 
ern layouts, finishes, mechanicals. 
Excellent knowledge of type and 
production. Veteran. 

Box 8760, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITION WANTED: 
Socio-political analyst: 
digests, reviews. 
Experience: wartime analyst. 
Background: U. S. and European, 
Salary $8,000 or better. 

Box 8757, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


reports, 


I THINK I'M A RADIO MAN 


Post Navy, have been asst. acct. 
exec. large grocery brand good 
agency. owever, over half of 8 


yrs. agency experience has been ra- 
dio dept. management and produc- 
tion. Convinced my best develop- 
ment and productiveness lie in get- 
ting back to radio. Age 33, Single, 
College. (Present salary $7500). If 
you have a spot, or think you might 
have one I'd like to talk it over with 
you. 
Box 8761, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


CIRCULATION AND PROMOTION 


* 
46 
cates THE ADVERTISING MARKET PLACE 
’ The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
re | nd “Representatives Available,” 50 cents a line, minimum charge $2. 
quit | paces per line; light body face 34 per line. Box numbers add two lines. 
WE \\\) R 90 "hursday noon, 11 days preceding publication date. 
WAIL acerne HELP WANTED HELP WANTED 
4 CO" awe ADVERTISING & PUBLISHING | ADVERTISING DEPARTMENT of 
e\\ y' alyZine® ailing ALL TYPES OF POSITIONS | large mail order company, needs ex- 
pon" with at salize \aine Placements anywhere in the | perienced production and type lay- 
entire spec” es b™" United States |}out man. Write briefly, giving age, 
€ opine xine S? a GEORGE WILLIAMS,— Personnel | experience and salary required. 
devr nacre? an n 209 S, State St., Har. 2063, Chicago Box 8778, ADVERTISING AGE 
,  \istS 2 ail 400: | -—- a ~ --——— 100 E. Ohio St., Chicago 11, Ill. 
girect ai\ine : SECRETARY WITH ADVERTISING | qdyvig. & Promotion Man Wanted 
out and ° experience to assist Top Executive Must be thoroughly familiar with 
dot qnovs" ours handling large portion of business | national bottling franchise set-up 
w gree vist Of our | by mail. Must be between ages Of| Excellent opportunity. 
sy the 1g to YOU eneMs ne eres. Cees: Pree, See ee Box 8776, ADVERTISING AGE 
ition oy WOE, mach, §=| above average In ability, Sppest-| 330 W. 43nd St.. New York 18, N. Y. 
ane yer ¥ ated \de@ ance, and personality. Excellent fu- —s ———_——— 
we \\y er an Oe our ture at increasing salary for busi- FRED J. MASTERSON 
 giwid gevic®” _. of ce |ness career-minded girl free to Advertising & Publishing 
wm eso" aii ur your locate in midwestern city of 100,000 Personnel 
addr’ me Mery ywhef® | pop. Write for further details of Placements of all types with leading 
¢or vo sg \e aret t this position, outlining your quali- ' organizations 
eekly “ xnet coun fications, references, and how soon 185 N. Wabash Ave., Chicago 
3 w an ° cc cy you could be available. All replies| EDITOR’S ASSOCIATE. Permanent 
ore a held strictly confidential. position with old established New 
pee - Box 8742, ADVERTISING AGE York trade magazine for experi- 
: - CHICAGO 100 E. Ohio St., Chicago 11, IIl. enced, energetic and dynamic editor 
f NEW YORK ranean eines ———— | to act as editorial associate in trade 
" . LOS ANGELES EXPERIENCED ADVERTISING paper house. Must be able to handle 
E SALESMAN indepéndently writing of house cli- 
Bie = for Chicago office of leading News-|ent monthly advertisements, visuali- 
paper Representative concern. Ex-| zation of layouts, knowledge of 
OR POR O eellent opportunity. Write in detail| type to be used, routing of manu- 
DIF 7 © giving age, education, experience,|script to printer and photos to en- 
present salary. graver, page make-up. Write full 
Box 8771, ADVERTISING AGE letter covering experience in spe- 
100 E. Ohio St., Chicago 11, Ill. cific fields, age, salary to commence, 


YOU MAY BE ABLE TO SKATE 
100 YARDS IN 9.4 SECONDS" 


BUT—YOoU CANT SLIDE 
INTO WESTERN MICHIGAN ON 
AN OUTSIDE BROADCAST! 


As the crow flies, Western Michigan isn’t a very great 


distance from Chicago and Detroit. 

But unlike the crow, a broadcast can’t slip through 
the wall of fading that isolates Western Michigan 
from outside-the-wall stations. 

The only way to reach this big market is to use sta- 
A CBS combination—WKZO 
for Kalamazoo and WJEF for Grand Rapids—gives 


tions behind the wall. 


you complete coverage in Western Michigan with a 
larger Share of Audience, morning, afternoon and 
night, than any NBC, ABC or MBS outlets inside or 
outside this area! We would be glad to send you all 
the facts, or just ask Avery-Knodel, Ine. 


*C. Jeutraw did it at Lake Placid in 1923. 


FIRST IN GRANDS RAPIDS 


AND KENT COUNTY (ces) 


Both owned and operated by Fetzer Broadcasting Company 
Avery-Knodel, Inc., Exclusive National Representatives 


etc., etc. 

Box 8773, ADVERTISING AGE 
330 W. 42nd St., New York 18, N 
SECRETARIAL ASSISTANT to edi- 
tor of trade paper. Must be thor- 
oughly experienced trade paper 
work, expert stenographer, familiar 
with euts and _ editorial routine. 
Write full details of experience, 
age, salary to commence and any 
other pertinent details. 

Box 8772, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ADVERTISING MANAGER 
Wanted by business paper publisher 
to prepare sales letters, advertising 
and promotional material, also to 
assist Sales Manager in working 
with salesman. Excellent opportu- 


| nity. 


| salary 


Box 8770, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
VETERAN WANTED: As Circulation 
Promotion Manager, leading na- 
tional service publication with ap- 
prox. half-million circulation now. 
Headquarters in East. Good job for 
gzo00d man, with good firm. Give 
military and business experience, 
requirements. 

8769, ADVERTISING AGE 


Box 


| 330 W. 42nd St., New York 18, N. Y. 


| with the field. 
| land, 


} 


EDITOR WANTED 
Aviation Business Paper—must be 
experienced; thoroughly acquainted 

Write: Thorndike De- 
1440 Broadway, N. Y. C. 


WANTED 


|}advertising and sales promotion 
manager for a prominent manufac- 
turer of heating, cooling and air 
conditioning equipment in Chicago 


| ADVERTISING 


| 


| 


area. Correspondence and interviews 

will be held in strict confidenee. 
Box 8764, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


OR 

PUBLISHING EXECUTIVE 
35-40 to become assistant to Chicago 
publisher of established business 
publications. Preference given to 
those with extensive knowledge of 


trade publishing routine and prac- 
tices or agency executive. Salary 
and bonus open to ambitious man 


not afraid of work. Exceptional op- 

portunity. Give complete details. 
Box 8759, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PERSONALIZED SERVICE 


SALES MGR. food mfgr...... $10,000 
SALES PROM. bldg. matl.... 7,500 
ADV. MGR, farm machy...... 7,500 
ASST. ADV. MGR. appl....... 5,200 
ASST. ADV. MGR. bidg. matl. 5,200 
ECONOMIST large mfgr..... 8,500 
RESEARCH DIRECTOR agcy. 7,500 
ART DIRECTOR agency..... 10,000 


ART DIRECTOR dept. store.. 
COPYWRITER agency ...... 
COPYWRITER Wisconsin 

COPYWRITER home appl.... 


10,000 
10,000 


7,500 


1946 record 100% increase in paid 
circulation. This publisher’s assist- 
ant is experienced in all depart- 
ments newspaper, trade and consum- 
er magazines. Drives hard, knows 
organization, direct mail, production 
costs and the present day dollar 
value. Salary no object where a 
genuine opportunity exists. 

Box 8779, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Electrical Appliance Research 
Specialist in electrical appliance 
market and product research with 
wide knowledge of LP gas, desires 
connection with agency or company 
preferably Chicago or West Coast. 
Experienced in advertising sales, 
promotion and production, new mar- 
kets and products study, sales an- 
alysis, distribution trends, consumer 
preferences, testing techniques, with 
publication, industry and research 
organization contacts. 

Box 8762, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

DIRECT MAIL SPECIALIST 
Now Mail Order Mgr. developing 
new dealers seeks new connection. 
Ten years dir. mail adv. and sales 
prom. in machy., publ. & consumer 
goods. Copy, layout & planning, pro- 
ducing successful sales campaigns, 
house organs and dealer helps. Age 

Box 8763, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
ARE YOU SADDLED with produc- 
tion work? Need a part-time as- 
sistant? Experienced, hard-working 
young man available evenings and 
weekends. Phone BRI 1056 after 6 
p. m. 


SPACE SALESMAN 
Young. Who doesn’t know it all. 
Who can sell. Who knows circula- 
tion because he has been a circula- 
tion manager. 8 years publishing 
experience. College graduate. Age 
32. Prefer Chicago, salary open. 
Box 8765, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Need a “Jack-of-All-Trades”? 
Does your agency need a young 
woman to relieve your key people 
of wearying details—someone who 
writes copy and knows production? 
3 years experience writing M.O., 
Dept. Store and newspaper copy. 
30x 8768, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Ace Copywriter—Versatile—Creative 
Can write copy that sells for wide 
variety of nat. accounts. Outstanding 
record in Beauty and Fashion fields, 
mfg. and consumer markets. Wants 
oppor. in modern Chicago agcy. 

Box 8767, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


| 


7,500) 


| 


| modern layout, 


COPYWRITERS 10 agency.to 6,000 
LAYOUT MEN 3 agency...to 5,200 
PRODUCTION MEN agency... 4,800 
EDITOR automotive ........ 6,000 
EDITOR, road mechry........ 5,200 | 
EDITOR house organ........ 3,600 
TIME BUYER adv. agcy...... 6,000 
THE HONES COMPANY 
14 E. Jackson Blvd., Suite 1515 


Chicago, Ill. 
COPY WRiTER 
With significant experience and ad- 
ministrative talent—by public rela- 


tions department of large, old-estab- | 


lished company. Between 26 
preferably with newspaper, 
tising or publication background. 
Excellent opportunity for versatile, 


creative writing in employee and 
public information field Give full 
personal particulars, including edu- 
cation, experience, references and 
Salary expected. 

Box 8758, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, IIl. 


ASS’T ACCOUNT EXECUTIVE 
Unusually pleasant, stable and 


profitable small agency wants top- 
notch young man to grow and pros- 
| per with us Some agency copy- 
writing experience necessary—also 
ability t eat with approximately 


corres ork. Please write fully 
Box 8756, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING SALESMAN 


Industrial business paper — must 
have successful record; above-aver- 
ige promotional ability Address 
Thorndike Deland, 1440 Broadway, 
New York City 


and 31, | 
adver- | 


WHAT’LL I DO ON A 
RAINY DAY IN RIO? 
Account executive with Chicago 
agency, leaving March 22nd for Rio 
de Janeiro. Idea gal with flair for 
copy, excellent advertising and pub- 
licity background, wants a perma- 
nent position there, pronto, please, 

senor! 
Box 8766, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FREE LANCE ARTWORK 
lettering, designing 
Overnight service. 
Box 8738, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. _ 
REPRESENTATIVES WANTED _ 
National ABC trade paper desires 


Oklahoma-Texas advertising repre- 
sentation. Limited possibilities de- 


Texas Adclub Joins AFA 
The Advertising Club of An a- 

rillo, Tex., has joined the Advey- 

tising Federation of America. 


— 
—, 


mand rep. now handling other papers. | 


Box 8740, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 
Young Growing Agency, 
acets., top-notch art staff 
space and prod’n facilities to 
lance ad man or acct. executive. 
Box 8777, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


general 
offers 
free 


Energetic Advertising Man with 
g00d connections can buy 50% _ in- 
terest in Fast-growing New York 


Advertising Agency. 
Box 8775, ADVERTISING AGE 
330 W 42nd St., New York 18, N. Y 
FOR SALE—Well-kKknown industrial 
magazine and book publishing busi- 
ness. Minimum cash required $500,- 
000. Indicate financial responsibility 
in reply. 

Box 8774, ADVERTISING AGE 
330 W 42nd St., New York 18, N. Y. 
ART BUYERS—we are equipped to 
make any type photograph on loca- 
tion. Call Wab. 7259. 

DON BRYAN STUDIOS 


| 


Editor 


For a Professional Monthly 
Magazine 


One of our clients has what | consider 
a good opportunity for the right kind 
of man. Whatever the title the job is 
essentially that of “managing editor’. 
It calls for creative ability — not so 
much writing as choice of material 
and knowledge of how to present it 
to best advantage. Experience in bus- 
iness or professional publishing essen- 
tial. Age between 30 and 45. No 
politics involved — no internal prob- 
lems. All communications confidential. 


R. O. EASTMAN 


THE EASTMAN RESEARCH 
ORGANIZATION 
330 W. 42nd Street 
New York 18, N. Y. 


BEGINNING WRITER AVAILABLE 
IN CHICAGO 


Unusual background and experience 
for a “Beginning” Ad-Writer. 
. In Advertising: 


Pre-War: Nearly 
ranking New York agency; 


three years with 
ass’t radio 


director of a daytime network = show 
when induction into Army interrupted 
switch to copy dept. , 

Post-War: Short period as copywriter 


for Denver, Colorado advertising agency 
. . . In the Service: 

Inducted as a private; served in Medi- 

terranean theatre; advanced to Captain. 


In Other Fields: 
Writing in College; 
and sales in_ securities; 
aircraft production. 
Preparation for position in your agency 
or advertising department includes some 
agency— some sales—and some factory 
experience. Has been offered initially 
better paying work in other lines, but 
desires to pursue advertising career 
Starting again as a beginning writer 
and/or ass’t to either Account Executive 
or Advertising Manager. 
Your agency or advertising department 
will be employing a dependable and re- 
sourceful young man who desires, above 
all else, to advance your interesta and 
make a permanent place for himself in 
your organization. 
He is 32 years old, married, Princeton 
University graduate. He is a native 
of Chicago where he will locate, and 
will arrive in town before this Ad a; 
pears. Will furnish finest business ani 
personal references. 
He will ‘phone for an appointment 
will write you details (as you prefer 
on receipt of your inquiry. 
BOX 6653, ADVERTISING AGE 

100 East Ohio Street 
Chicago (1, Illinois 


circular writing 
inspector in 


PACKAGE 
EXPERT 
WANTED 


One of our clients, located in a large 
western city, wants a man who thorough! 
understands the art of packaging merchandis 


This man may be an artist and designer, « 
He will, however, have a mi 
capable of digesting marketing facts about 6 
product. He will know how to use those fa 
creatively to put selling power into the pact 
age. He will know how to give a packas 
the extra touch of distinction that will ma! 
it stand out on the shelf. He will be 
good business man about costs and will k: 
all the mechanics about packaging, right do 
to the shipping carton. 
This is a magnificent 
right man, for the position is with one 
America’s largest manufacturers. Starti 
Salary is in keeping with the importance 
the position and the opportunity for futs 
income growth is unlimited. Because of t 
importance of this man’s place in the cor 
pany, he must have irreproachable referen 
and definite evidence of his qualifications. 
Reply, giving all the details you would wa 
if you were in our place. If, for any reas 
you don’t want to speak directly for yours¢ 
have somebody else write and tell us ab 
you. All negotiations will be kept strict 
confidential; our employees know of this * 
vertisement 

BOX 6652, ADVERTISING AGE 
100 E. Ohio Street, Chicago I1, Illinois 


— 


Mid 


opportunity for t 


Copywriter who wants to "Go places 
Opportunity to develop increase 
earnings, future security as accoun! 
executive with one of midwest's mos’ 


progressive “ten man’ advertising 
agencies. National accounts, we 
organized operation. Attractiv 


"“home-type" city, pleasant workir 
conditions. Must be natural, versati 
writer, sound thinker, reliable worke 
with proven ability. Sell yourself ir 
first letter. Enclose picture and repre 
sentative samples. 


BOX 6651, ADVERTISING AGE 
100 E. Ohio Street, Chicago !!, !! 
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No Sponsor to Fret! 


Performer Buys Time 

NASHVILLE, TENN.—Prece- 
dent took a beating when 
Station WSM here extended 
its broadcasting schedule for 
30 minutes past the cus- 
tomary midnight sign-off to 
supply time for an enter- 
tainer who bought his own 
time! 

Buyer of the time was 
Ernest Tubb, nationally 
known Grand Ole Opry star, 
who, as his own entertainer, 
is plugging sales of his song- 
books. Charity, however, 
took precedent over song 
book sales when Tubb, with 
his Texas Troubadours and 
David Cobb, announcer, 
turned his first program into 
a plea for support for the 
March of Dimes. Response 
to the first broadcast came 
in from 20 states. 


cago II, | 


——$—$—$—$— — —————— 


Orr Appoints Huhta 


Martha Huhta, formerly with 
Lennen & Mitchell, has been ap- 
pointed assistant to the president 
and corporation secretary of Rob- 
ert W. Orr & Associates, New 
York. 


Agency Incorporates 
Goodkind, Joice & Morgan, Inc., 
has been formed to succeed the 


Morgan, Chicago. Officers include 
Clyde M. Joice, president; Harlow 
P. Roberts, vice-president and 
general manager; Charles O. Puf- 
fer and J. C. Williams, vice-presi- 
dents; Florence A. Neighbors, sec- 
retary, and Garrick M. Taylor, 
treasurer. Raymond R. Morgan, 


Hollywood and San Francisco, is 
a member of the board of direc- 
tors. The officers have taken over 


partnership of Goodkind, Joice & | 


of Raymond R. Morgan Company, | 


the financial interest in the agency 
held by the estate of M. Louis 
Goodkind, former partner who 
died last July. 


Form Geissinger Agency 

W. B. Geissinger, formerly vice- 
president in charge of Pacific 
Coast operations of Batten, Bar- 
ton, Durstine & Osborn, and O. O. 
Lieffers, formerly marketing and 
research director and account ex- 
ecutive of BBDO, have formed a 
new agency, W. B. Geissinger, 
Inc., 311 N. Flores, Beverly Hills, 
Cal. 


To Beaumont, Heller 
Infant Socks, Inc., Reading, Pa., 


has named Beaumont, Heller & 


Sperling, Reading, to direct the 
advertising for its new Revelry 
line of infants’ and _ children’s 
socks. 
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IN HELENA, OVER 80% OF THE EAGLES 
OWN SHOOTING IRONS... | 


The monthly poll of Eagle Opinion showed that in 
Helena, Montana and three other typical Aeries 
83.6% of the Eagles in those cities own their own 
rifle or shotgun. We admit being a little surprised 
by that figure, too. This is just one example of 
what over 1,000,000 Eagles buy, and the Fraternal 
Order of Eagles is growing at the rate of 28,000 
each month. 


MORE THAN 
ONE MILLION 
SUBSCRIBERS 


704 WARNER BUILDING - MILWAUKEE 3, WIS. | 


Magazine 


Dogwood Blooms | 
Highlight Spring — 
Shoe Promotion | 


St. Lours—To follow through | 
the dogwood blossom background 
which will appear in all its spring 
magazine copy, Brauer Brothers 
Shoe Company, maker of Para- 
dise shoes, is sending to dealers 
quantities of dogwood blossoms 
to be used as boutonnieres by 
salesmen and hair ornaments by 
salesgirls. 

In its 1947 spring campaign, 
scheduled to be by far the largest 
in the company’s history, Brauer 
Brothers is using color pages and 
half pages in Harper’s Bazaar, 
Junior Bazaar, Ladies’ Home Jour- 
nal, Life, Mademoiselle, Vogue 
and Woman’s Home Companion. 

Point of sale material being pre- 
pared will carry the same dog- 
wood blossom theme that charac- 
terizes the magazine copy. One of 
the high points of the spring pro- 
motion is the Paradise Dogwood 


‘ 
ig hy 


Festival being planned by many | 
of Brauer Brothers’ dealers who | 
will use special windows and other | 
tie-ins. | 

In addition to the dogwood | 
theme, Brauer Brothers plans to | 
use Ladies’ Home Journal and | 
Woman’s Home Companion with a | 
consistent monthly schedule. Other | 
magazines will be added during 
the company’s peak promotional | 
efforts during the spring and fall. 

Christiansen Advertising 


Agency, Chicago, handles the ac- | 


count. 


Names Bensignor 

tevista Industrial, Mexico City, 
has named M. E. Bensignor, New 
York, as its exclusive advertising 
vr baaadaaiatee in the United 
tates. 


Tourist Office to Maxon 
The French National Tourist 
Office has placed its advertising 
With the New York office of 
Maxon, Ine. National magazines 
and newspapers will be used. 


OPPORTUNITY 
Small Advertising Agency 


Ambitious Ad Man 


d sales promotion organization, Chi- 
© Near North Side, has extra space 
smartly appointed and conveniently 
ited offices. Complete all furnishings, 
ities, switchboard. Adequate credit. 
ent personnel, among others, includes 
2p notch advertising artist and a com- 
ent publicity writer. Control food 
ngs minimum $100,000.00. 
re is a chance to build a sound future 
. either, ambitious ad man with 
nprehensive agency experience willing 
his time on his plans to get results, 
“ven reasonably backed . . . or, small 
yressive agency needing facilities, con- 
tions, sponsorship. 


more details you give: background, 
ditions, expectations, etc., the more 
rates Replies absolutely confi- 
tial. 

Box 6654, ADVERTISING AGE 

E. Ohio Street, Chicago I1, Illinois 


: (onNIN Ui 
— means 
Research in Glass 


Plaque award winners 1945-46 Bust- 
ness Paper Advertising Competition. 


Is Advertising an Expense? 


When a company puts up $500,000 to purchase new production 
machinery, that’s an investment. If that machinery breaks down 
—or just isn’t used to its fullest advantage, that’s an expense. 
The same is true of advertising. 


When advertising becomes an expense it is usually the adver- 


tiser's fault. We have seen too many budgets that have been 


spent Bee agg ace 


only because the advertiser over-looked 


a few simple fundamentals. 


In an effort to be “smart” or ‘‘different’’ many ads succeed 
in being useless. And in business papers, the readership of ads 


like that is nearl 
information not for fun. 


zero because business papers are read for 


In the ‘Tell All’’ book we said: 


“You'd massacre the sales manager if he sent out a salesman with- 
out giving him all the up-to-the-minute sales facts about your products.”’ 


Maybe more of us should think of our ads as ‘“‘economical 
salesmen’’—and make certain that we ‘‘send’’ our ads where 
we send our salesmen. Direct to the prospect when he’s think- 


ing about his business . 
frame of mind.” 


about returns. 


.. when he’s in a “business paper 


On the subject of investments we should say something 


Schuyler Hopper in his book, ‘‘Ditch-Digging Advertising’ 
takes an example of a company that has had its sales appropria- 


The Business Paper 


tion increased $10,000. It can invest this $10,000 in several ways: 


It can add: 


2 new SALESMEN @ 5 calls a day—200 days—2,000 more 
contacts—a 6% increase at $5.00 per contact... or 


It can add: 


DIRECT MAIL @ 15¢ a piece—66,666 more contacts—a 
222% increase at $0.15 per contact... or 


It can add: 


PUBLICATION ADVERTISING @ 5¢ per page—over 
200,000 added sales contacts—a 667% increase at $0.05 per 
contact. 


Now, any salesman will tell you that the volume of his sales 
is in direct ratio to the volume of his sales-calls, his choice of 
prospects and the skill and thoroughness with which he 
presents his story. 


The same thing applies to Advertising. A 667% increase in 
possible sales contacts is not enough. You must make certain 
that you are reaching the right prospects through the right pub- 
lications and telling them what they want and need to know. 


To help advertisers get the kind of copy material that will 
make their business paper ads a hard-working component of the 
sales operation we have prepared a booklet called “Hit the 
Road.” If you haven't read it, a free copy is yours for the asking. 


THE ASSOCIATED BUSINESS PAPERS 


205 East 42nd Street, New York 17, N. Y. 


Reader's Frame-of-Mind Turns Advertising Expenses Into Profitable Investments 
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48 
Appoints Johnson 


Columbia Broadcasting System 
has appointed J. Soulard Johnson 
executive assistant to the general 
manager of Station KMOX, St. 
Louis. 


A/S Hoydahl 
|Svenska Telegrambyran, 
holm, and Sylvester Hvid, Copen- 


‘Triangle’ Offers 


Market Analysis 
of Scandinavia 


OsL_o, Norway—The aggregate 
purchasing power in Scandinavia 
for goods in general, amounts to 
about $10 billion, according to 
“Triangle,” quarterly publication 


‘issued by three Scandinavian ad- 
|vertising agencies. 
/ards in Norway, Sweden and Den- 


Living stand- 


mark, the publication says, are 
higher than other European coun- 


|tries with the possible exception 
_of Great Britain. 


The three advertising agencies, 
Ohme, Oslo; AB 
Stock- 


hagen, suggest to possible advertis- 


ers that at least 10% of advertising 
| budgets should be devoted to mar- 


ket analysis. Among points in ques- 
|tion are size of the Scandinavian 


“Sorry, ma'am, we're completely sold out levied, consumer likes and dis- 
of WFDF Flint basement specials.” likes import restrictions, domes- 
, , 


|market, packaging, extent of duties | 


|tic production and general buying 
habits. 

The agencies point out that in) 
the Scandinavian countries there 
is a greater desire for balanced | 
foreign trade, and that these coun- | 
tries are in sympathy with U. S. | 
‘commercial policies relating to | 
|foreign markets. 


| 


Agency Opens Branch 

| Allen & Reynolds, Omaha, has 
;}opened a branch office at 854 
Stuart building, Lincoln, Neb., 
|with Frank E. Roehl, formerly in 
the advertising department of the 
Nebraska Farmer, as manager. 


Plugs Golf Clubs 


Golfcraft, Inc., through Mac- 
Donald-Cook Company, Chicago, 
has scheduled ads in Esquire, 
| Fortune, Golfdom, Holiday, Sports 
|Age and Sporting Goods Dealer. 


| Appoints Morris V.P. 

G. Douglas Morris, account ex- 
ecutive, has been appointed a 
| vice-president of Pedlar & Ryan, 
|New York. 
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NATIONWIDE—Sun-Maid Raisin Growers, Fresno, Cal., will use this apoea| 
during March in outdoor advertising in 582 markets from coast to coast, through 
Maxon, Inc. H. J. Heinz Co. acts as sales agent for the product. 


— 


| Bristol-Myers Ups Two 


| C. George Heath, company rep- 
| resentative in central and western 
| Ontario, and Bruce N. Jones, jp 
\charge of sales promotion activi- 
| ties, have been appointed to the 


Hamilton Opens 
Campaign for 
Clothes Dryer 


Two Rivers, W1s.—Home laun- 
dering, which has undergone con- 
‘siderable change since the days 
'when clothes were boiled in ket- 
'tles, is getting another’ boost 
through the forthcoming advertis- 
ing campaign for the Hamilton 
‘automatic clothes dryer, made by 
|/Hamilton Mfg. Company. 

Beginning in the second quarter 
of *47, Hamilton will plug its dryer 
in consumer magazines, including 
| American Home, Better Homes & 
Gardens, House Beautiful and 
Parents’ Magazine. Business pa- 
/pers to be used include Electrical 
Merchandising, Gas, Gas Age and 
Gas Appliance Merchandising. 


Cramer-Krasselt Company, Mil- | 


waukee, is the agency. 


| , 
Malone Joins Agency 
William E. Malone Jr., former 


newly created positions of assist- 
ant sales manager and assistant 
advertising manager, respectively, 
of Bristol-Myers Company of Can- 
ada, Montreal. 


Appoints Gray & Rogers 

Paulsboro Mfg. Company, 
Paulsboro, N. J., has appointed 
Gray & Rogers, Philadelphia, to 
handle Sana-Wall, a new plastic- 
resin wall covering designed pri- 
marily for use in kitchens and 
baths. Business papers will be 
used until distribution is com- 
pleted. Sandura Company is sales 
agency. 


Plans Accessory Drive 


Philco Corporation, Philadel- 
|phia, has announced that for the 
| first time the accessory division 
products will share the intensive 
advertising and merchandising in 
| which distributors and _ dealers 
| will participate. Radio, magazines, 


&§ ~Recarition : 


“Outstanding achievement’ by Laurence, Inc. 
in the field of plate engraving, recognized in this citation from 
the New York Museum of Science and Industry, 
must be credited largely to the discriminating advertisers 
who comprise our clientele. Their insistence on reproduction 
of highest quality is a compelling challenge 


to every member of our organization. 
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account executive on Colgate-| ; See 
| Palmolive-Peet products at Sher- | cae toa nae and business papers 
'man & Marquette, and with the) . 

| Office of Strategic Services over-| 
|seas during the war, has joined 
Deglin-Wood advertising and pub- Barron’s, New York, will be pub- 
| lic relations agency, New York, as| lished in a new magazine-type 
vice-president. The agency has | format—8%4”x11 11/16” deep with 
| been renamed Deglin, Wood &| four columns to the page—effer- 
| Malone, Inc. tive March 3. 


‘Barron's’ Changes 


IN BUFFALO ... 
| EVERYONE READS THE } 
BUFFALO EVENING NEWS 


CITY ZONE 


Here Are the Figures ! 
Your Buffalo City Zone Population 
Advertising Dollar (New York State 1945 Population Estimate) 
Buys 667,944 
Number of City Zone Families 
MAXIMUM (N, Y. State Estimate of 3.8 Persons Per Family 
COVERAGE 175,775 
at NEWS Net Paid City Zone Circulation 
(Audit Bureau of Circulations, Sept. 30, 1946) 
MINIMUM . 
168,562* 
COST 
IT ALL FIGURES to 95.9% COVERAGE 


“TOTAL Net Paid Daily Average Circulation, 262,094 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 


“Buffalo’s Only Evening Newspaper” 
KELLY-SMITH CO., National Representatives 


New York @ Chicago @ Philadelphia @ Detroit @ Boston @ Atlanta @ San Francisec 
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New ‘Hit Parade’ 
Bcrely Resembles 
Show Hill Built 


New York — Advertising and 
agency people can hardly believe 
their ears. American Tobacco’s 
“Your Hit Parade,” the huckster- 
ingest program on the air during 
Mr. Hill’s lifetime, has suddenly 
become a bright, smooth, stream- 
lined version of its old self. 

Gone are the loud, fast, brassy 
orchestrations Mr. Hill loved and 
insisted upon. Gone are the “all- 
time all-timer” numbers like 
‘Alexander’s Ragtime Band.” 
Gone are the strident, repetitious, 
unchanging commercials. 

All the familiar time - worn 
slogans are still there, including 
LS-MFT, and the auctioneers are 
still chanting.. But there’s little of 
the grating repetition left, and the 
delivery has been soft-pedaled. 
Mark Warnow’s music has slowed 
down. The microphones no longer 
seem in danger of being blown 


away by the show’s blasts. 
Smooth Transition Now 


Most noticeable to the average 
listener is the smooth transition 
between numbers, with singer 
Andy Russell and guest star Dinah 
Shore, who is doing a four-week 
tour with the show, chattering 
happily and introducing each 
jther’s numbers. Miss Shore gets 
in some plugs for her Wednesday 
night Ford show. 

Songstress Joan Edwards has 
permanently left the program. The 
guest-star policy was started Jan. 
25 and is to be continued. 

First hint that the late Mr. Hill’s 
pet program — which closely re- 
sembled Evan Llewelyn Evans’ | 
show in “The Hucksters”—might | 
be in for changes came last fall | 
when the program was moved to 
Hollywood. Mr. Hill had insisted 


A Technique for 
Producing \deas 
by 


James Webb Young 


Where do the moneymaking ideas , 
come from—those ideas that make suc- 
cessful novels, radio programs, moving 
pictures, sales campaigns and business? | 
James Webb Young, one of the highest 
paid idea men in the advertising busi- | 
ness, set out to answer this question | 
for his students at the University of 
Chicago. The result is a little book | 
that you can read in an hour but will | 
remember the rest of your life. In the | 
simplest and clearest of language Mr. 
Young has succeeded in describing the | 
way the mind works in all creative 
people. He gives you the formula} 
which they consciously or unconsci- | 
ously follow in producing ideas. He | 
ws you how to train your mind so 
iat idea production is, as he says, “as 
definite as the process by which motor | 
s are produced.” Enthusiastically | 
endorsed by sales managers, editors, | 
olege professors, poets, advertising | 
, salesmen and business executives 
) have read it. 


Sead for your copy of A TECH- | 
QUE FOR PRODUCING! 
“AS now. Only $1 postpaid. 


- 


=> = 


\vertising Publications, Inc. 
l) E. Ohio Street, Chicago 11, Illinois 


FL IN AND MAIL THIS COUPON | 
TODAY 


A: vertising Publications, Inc. 
Div. 217 
\'\ E. Ohio St., Chicago 11, Til. 


tlemen: 


P\ ase send me....copies of “A Tech- 
nue for Producing Ideas”. Enclosed 
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on its origination in New York so} 


he could keep closer control over 
it. 

Foote, Cone & Belding handles 
“Hit Parade” for the Lucky Strike 
cigaret manufacturer. Inquiries at 
the agency and the tobacco com- 
pany regarding possible changes in 
Mr. Hill’s advertising techniques 
have drawn scoffing denials that 
the auctioneers’ chants, LS-MFT 
and other hallmarks of Lucky 
Strike commercials are to be 
dropped. 

P. S.—In view of what has hap- 
pened to “Hit Parade,’ admen 
may look for the tobacco leaf in 
the grower’s hands in the Lucky 
Strike ads to be reduced to life- 
size. Several years ago, when the 
illustration was prepared, Mr. Hill 
ordered the artist to enlarge the 
leaf about three inches all around 
to make it more impressive. 


‘Esquire’ Names Bentley 


Floyd Bentley has resigned as 
a member of the display advertis- 
ing department of the St. Paul 


Dispatch and Pioneer Press to be- Leaves ‘News Argus’ 
tisi representative in 
eee Bsc Albert W. Fell, who took over 


the St. Paul territory for Esquire, ‘ 
Ine. Bob Carlson pr Pe eotinad the business details of the News 
advertising department has been|ATgus, Goldsboro, N. C., when 
named to succeed Mr. Bentley. | Talbot Patrick, publisher, took a 


war job in Washington, ~~ = 
. ° signed as business manager of the 
Adds Radio Stations; 
Plans New Radio Show 


49 

‘Plug California Styles 
Parents’ Magazine, New York, 
with the cooperation of 13 depart- 
| ment stores, will devote seven 
|pages of its May issue to an “It’s 
|\From California” fashion promo- 


‘tion, featuring California-created 
|children’s clothes. 


newspaper. 
The Kitchen Club conducted by a. 

Edith Hansen and sponsored by| fp 

the Perfex Company, Shenandoah, 
Ia., maker of Perfex super cleaner 
and GlossTex, has been extended 
to stations KFYR, Bismarck, N. D.; 
KWTO, Springfield, Mo., and 
KMMJ, Grand Island, Neb. 

A homemaker program for Per-| > 
fex cleaner and GlossTex will be| [7 
launched Feb. 24 over Station! 
KCMO, Kansas City, Mo. Bu- 
chanan-Thomas Advertising Com- 
pany, Omaha, is the agency. 


Wilkins Leaves Walsh 


Edward Wilkins has resigned 
from the board of directors of the 
Walsh Advertising Company, 
Windsor, Ont. He has been a 
member of the agency since its 
inception. 


Also Publishers 


ee Mee 2 ia 


Drug & Cosmetic 


INDUSTRY 


Covers an industry that is 


not afraid of the future. 


of Beauty Fashion 


RADIO CENTER 


This new FM ond 
television antenna, 
plonned for KOMO 
will be the highest 
structure in the Seattle 
ores, towering 627 


feet above seo level 


Puget Sound Market by building one of the mos! efficent, most modem broad: 


cast production plants in the country. Radio Center, Seattle, scheduled to open early 


1947, will be yeors ahead in design and physical equipment, thus even better able to serve : 


| Radio Center, illustrated above, is but one example of the aggressive and progressive 
that has made it possible for KOMO to maintain indisputable leadership 
i _ : obtaie n active, instentenseue : response for its adver fisers. Sp ee as 


By ony yardstick you choose, KOMO—the leading radio station in this wealthy 
... the appealing, EXCLUSIVE voice of NBC in the Puget Sound country —is and away 
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DMAA Members 
Tell Preferences 
on Conventions 


New YorK—Of 260 participants 
in the Direct Mail Advertising 
Association’s annual convention 
in Chicago last October who re- 
plied to a questionnaire from | 
DMAA headquarters here, 207 
liked that convention, 38 disliked | 
it, and 15 made no comment. The | 
questionnaire was mailed to a total 
of 625. 

Subjects liked best were work- 


ing with mailing lists, by 55; co- | 64; fair by 30, and poor by 8, with record of performance. 


ordination with other media, 29; 
report of survey on direct mail | 
uses, 22; how to get market in- 
formation by direct mail, 12, and 
how to plan your direct adver- | 
tising budget, 9. Fifty preferred | 
“miscellaneous” subjects, and 83) 
made no comment. 

Working with mailing lists and 
coordinating direct mail with other 
media also led the list of sub- 
jecé which the members would 
like to hear more about. 

About half (128) of those who 
replied would like the DMAA sur- 
vey of direct mail uses to be car- | 
ried further, while 77 would not, | 
and 56 did not comment. 


Cleveland Led Choices 


Cleveland, with 77 “votes,” led 
the choices for the 1947 conven- 
tion city, followed by New York, 
#1: Boston, 44; Philadelphia, 30; 
ouner cities, 26, and no preference, 
22. Most of those who replied | 
favored a two-day meeting, with 
Thursday and Friday, 59, slightly 
outranking Friday and Saturday, | 
53. The preferred convention fee | 


—" oe 


COMPLETE 
FACILITIES 
om 
=. aie 


ROCKIES” 


ELECTROS 
NICKLETYPES 
STEREOTYPES 

MATS 
PLASTIC AND 
RUBBER PLATES 


Pe Ey, ee, a 


1045 SANSOME STREET 
SAN FRANCISCO II, CALIFORNIA 


PHONE GARFIELD 0680 


/vention committee. 
|proved, 145 to 20, with 95 ab- 


was $15 for two days. 

More than half (180) believed 
that “the social aspect of the con- 
vention would be improved by a 
general get-together” on one of 
the evenings. Sixty thought that 
it wouldn’t and 20 reserved com- 
ment. More than four-fifths (210) 
want convention exhibits. 

The members were about evenly 
divided—97 for and 98 against— 
on willingness to serve on a con- 
They disap- 


staining, a proposal that the $25 
annual dues be increased at this 
time. 

The caliber of campaigns chosen 
by the association’s annual 50 Di- 
rect Mail Leaders competition was 
rated excellent by 97; good by 


,61 undecided or withholding com- | Heads WINS Publicity 


|ment. 

| In its current ‘Members’ Bulle- | 
\tin,’” the DMAA asks opinions as | thati — ¢ hg a gg key | films, printed material and « 
‘to whether “the name Direct Mail Scity director of WING me | media used in the programs y 
— ase . |publicity director of WINS, the the firm develo Ss 
Advertising Association is truly | Crosley station in New York, ef- ps. 
representative and appropriate. | fective Feb. 17. He served three i) We ae 

The suggestion has often been/years as publicity director and Two Join Ad Bureau 
made that a better name would |member of the operating board of Robert L. Staples, formerly | jt), 
be Direct Advertising Association | the Oklahoman and Times, ( 
or Direct Mail and Advertising ae aT | homa City, and Mark E. S« 
Association.” Stanton Rejoins Florez | for merly news editor of Reli: US 


* x News Service, have joined the 
—_—_——_- as Editorial Manager ‘promotion department of the 3y- 
Agency Spreads Stock 


assistant |Teau of Advertising, Amer an 
Needham, Louis & Brorby, Chi- publication manager of American | 
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—" French & Dorrance, Det) |; 
ae aot s editorial manager, he 
Charles Oppenheim is leaving | supervise all creative work 


|. Norman 5. Stenton, 'Newspaper Publishers Associa’ ion 


cago, has adopted a new plan| Machinist and Product Engineer- New fork. ae Will be 


whereby a large block of the com- ing, published by McGraw - Hill | 
|pany’s common stock may be held | Publishing Company, New York, | 

| by a broader group within the/has joined Florez, Inc., Detroit Outdoor Bureau Move: 
|organization. The number of|training and promotion service, National Outdoor Advert ing 
‘shares each may hold will depend as editorial manager. Mr. Stan-| Bureau has moved to the Sheldon 
upon the length of service and|ton isa former executive of Florez, building, 461 Market St., San 
‘which he left to join Brooke, Francisco 5. 


Reach 93,601* “Mr. Bigs” in The Wall Street Journal 


Who are the “Mr. Bigs” you must sell? Are they Presidents, General Man- 
agers, Department Heads and Purchasing Agents? 

93,601* “Mr. Bigs’’—Presidents, Officers, General Managers, Owners, 
Department Heads and Purchasing Agents—read The Wall Street Journal. 
It gives you concentrated circulation where intensive coverage counts most. 

Your salesman can’t always see his ‘““Mr. Bigs”. But your advertisement in 
The Wall Street Journal talks to these prospects on the job—where business 
decisions are made. They depend daily on its exclusive reporting and inter- 
pretation of all business néws. 

Your advertisement in The Wall Street Journal reaches more “Mr. Bigs” 
per dollar than in any other publication—anywhere. Ask us to prove that 
your prospects are our readers—that if you sell to business and industry, 
The Wall Street Journal is your best advertising buy. 


*These figures are based on the September 30, 1946 attained ABC circulation of 
87,868. However, at the end of 1946 the circulation and readership figures quoted 
in this advertisement had increased 10.39%, to a total proved readership of 178,735. 


“I consider it the first order of the day te reach for my copy o' 
The Wall Street Journal. Its business news—complete and occ 
rate, its interpretations—clear and concise, give me a comp 


hensive daily picture of our changing economy. The Wall Str 
Journal is a highly interesting, efficiently managed publication, 
7 J 
s 


and a great help tc me on the jeb.” 
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ance, Det) it. 1 r . |tions includes technical maga-|and four Time editions. . ,America, the Twentieth Century 

a? he vill Viadimir Leads izines, business papers, the inter-| The top 10 agencies, with the | 44 Council Launches ‘Fund, the Carnegie Endowment 

al — m 94 - A encies ferens editions of Newsweek, number of pages placed in 1946 World Trade Campaign pew ae aoe 

lerdms wi. ;, : J g Reader’s Digest (seven editions),|! and 1945, are as follows: The Advertising Council has br eye Rte ence p Brerener sri Ex- 

3 E tP | launched a nationwide campaign eatin 
in &xpor apers | a a 1946 1945 | on the “basic economics” of world ; 
; rwin adimir SGA Scr ae errr ere re rire ne 1023 805.5 | trade by distributing to advertis- 

eau N — Gears ost’ | J. Walter Thompson Co...............00ccceeeeees 773 798 | ing agencies and advertisers 10,000 Merge Sales Forces 

ormerly \, jt), 0! . x ~| Export Advertising Agency ....................... 742.5 g |campaign guides, ‘prepared by ictori 

Times, ©ca- fitions, Irwin Vladimir & Co. placed | meCann-Erickson ....... ft one dee 683 394 |Compton Advertising, New York a eee ee ee 

k E. Seoicy Bmore pages of advertising in 1946) Nat’ " PSP OR SC. Meh tee Aad volunteer agency. Distribution was | . ~ ee ; 

OE ielicicn’ Wiis, one ather of the 845 Prvtrearvent at’l Export Adv. PEPIN dG 5205 B55 50k. 5i aos 8 WS Ga a/RMe 450 409 | made by the Association of Na- | have consolidated their sales or- 

. joined the = a yas =: See. te Esopert| on™ ge ra ey oe eee 390.5 207 |tional Advertisers, the American | 827!24710ns Drage Ron —_— 

t of the By. : » aaa thee | J. Roland Kay, Inc Oe ee ee er eee 348 288 | Association of Advertising Agen- |G, Vice . toil ae “nw ani 

5, A pe nitrite oo Ron eee ane 290.5 ries, th i li he ee eS een 

3» American MH phe survey shows the 845 agen- | : res . 170.5 | cies, the National Publishers As-| tories east of the Rockies. The 

s Associa’ ion placed 19.723 in the | poreign Advertising ....................ee cess eee 281.5 302 |sociation and other organizations. sanford Wendell Sales Organiza- 

ples wil) pe mgcies Plac law pages mh Sei Kudner Agency ........... Serie adi uh bub sutinees 250 216 The campaign, based on the | ¢; ill handle distributi f 

r. sporting publications, a sizeable slo “Part of E lar You | Ws Bence Chri © 
gan, “Part of Every Dollar You victoria Ltd. on the Pacific Coast. 


_ increase over 1945 when 709 |Get Comes from World Trade,” 


|Under the new setup, Vincent 


: . . ; - 
Move: yencies placed 18,141 pages. In| A ints Ellis | seeks to inform the American pub- | : 
Maven Bi, tan test Yaar tha’ posiice-| Ltn ee Woodcox Heads Enoz ite ofa few facts concerning inter | Moe, Temalny 3e ales aera act 
the She _ on conducted the survey, only | ssociated Sales o Buffalo has | Vance C. Woodcox, vice-presi- | national commerce and its effects mains as sales manager of Vic- 
ns eldon a saunalll Wali sevented appointed Ellis Advertising Com- dent, has been elected president on the average citizen’s daily life. toria Ltd 
+ San gy « . pany, Buffalo, to direct its adver- of Enoz Chemical Company, Chi- Cooperating with the council are F 


The list of reporting publica- | tising. ‘cago. |the World Trade Foundation of) 
<r Kupper Appointed 

| Henry Rosenfeld Cosmetic Cor- 
|poration, New York, has ap- 
pointed Jack Kupper general sales 
manager in charge of the drug 
|division. Mr. Kupper is_ past 
|president of the Drug Salesman’s 
Association. 


’WAAT> 
IS THE RADIO” 

BUY IN THE 
METROPOLITAN 
NEW YORK AREA , 


The Surveys 


Prove It.... 


Mail Counts 
Prove It.... 


Fort Wayne, Dallas. 


urnal 74 Advertis- 
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iMod — 7 ™ ‘a ers Prove It 
dwners, a gi ype = tee ie Oe a ae a : 
Reem «=: DELIVERS MORE MANAGEMENT EXECUTIVES Because... 
ment in 3 Re | J * a WAAT DELIVERS 
sins : PER ADVERTISING DOLLAR: i oe ee 
PER $ IN NORTH 
. as FACTS YOU SHOULD KNOW ABOUT THE WALL STREET JOURNAL _ JERSEY—AMERICA’S 4th 
ve that © The only national business daily. @ Circulation growth—178% from September 30, 1940 to September 30, | LARG EST MARKET* 
dustry, © Circulation 87,868*— 2, times that of any other business daily. 1946, without special inducements. T HA N - A N 4 OT H E R 
© Total identified readership 161,912." @ Reader traffic average 75.6% of all pages (Daniel Starch). STATION... INCLUDING 
m of cy nit atentaties cunterns elmet en © industrial employ- © Highest known renewal rate of any horizontal publication. 
a i “a “oy — Pane eee TG @ Largest business reporting staff in the world. ALL 50,000 WATTERS. 
(EVEN BEFORE CON- 
SIDERING THE BONUS 
| <a AUDIENCE IN THE 5 
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| ~—sC Advertising to business and industry begins w YORK CITY.) 
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A QUARTER OF A CENTURY 
IS ONLY THE BEGINNING 


MARVEL of the Twentieth Century . . . means for mass 


communication . . . dissemimator of education and entertain- 
ment... Radio Broadcasting is a tribute to man’s inventive 
genius. In little more than 25 years it has grown from novelty 
to necessity in our daily lives. 

Proud to have played a part in the phenomenal growth of 
the radio art, pioneer Station WGY, on the occasion of its 
Silver Anniversary (February 20, 1947) looks back through the 
years with a deep sense of gratitude to those who have made 
its operation possible. 

Firm in the belief that there is an even greater tomorrow 
for broadcasting with the addition of Frequency Modulation 
and Television, General Electric Stations face the future with 


plans for further expansion and better service. 


50,000 Watts 


Nec athiierg GENERAL @ ELECTRIC 


Schenectady, New York 


Represented Nationally By NBC Spot Sales 


Advertising Age, February 17, \ 4; 


ON THE 
PURCHASE OF ANY BAG OF = ° "9? 


Robin Hood Flour 


This offer is made solety to get you to try ROBIN HOOD FLOUR and WHY WE MAKE 
ee a We Geven oe te 
Now! An All-Purpose Flour That's Blended SP LEAR 

As Carefully As The Finest Cake Flour 


The new and improved faster 


OFFER UMETED TO PITTSBUROM METROPOLITAN ARTA 


GOOD OLD DAYS?—Arguments that retail selling is reverting to prewar pro- 

cedures are strengthened by these two premium offers appearing simultaneously 

in the Pittsburgh Press Jan. 22. Competition was highlighted by a five-cent 

difference in the offers of International Milling Co. and Pillsbury Mills, Inc. 

Robin Hood copy also appeared in the Pittsburgh Sun-Telegraph. McCann- 

Erickson handles the Pillsbury copy, while Robin Hood is placed by H. W. 
Kastor & Sons Advertising Co. 


: partment in statewide competition 

Tax Exemption 'which included every advertising 
agency in Louisiana. The agency 

P lan Boosted by has recommended use of general 
’ * business publications and’ news- 
‘State S Campaign papers on a schedule that wil! 


| New OrLeEaNS—A series of ad- |¢xtend into the first half of 1948 
vertisements featuring Louisiana’s ee ee ae 


'“Ten-Year Tax Exemption Plan Speed Co. to Search 


for New Industries,” running in Search Advertising Agency, 
financial and general newspapers | portland, Ore., has been appointed 
and magazines, is being placed | to direct the advertising of Speed 
\through Walker Saussy Advertis-| Company, Portland, maker of saw 
|ing, by the state’s Department of | filers for hobbyists and craftsmen. 
| . 
Commerce and Industry. Ads have been scheduled in Home 
During the first five years rah hese gaa A = ——— Home- 
its existence, the plan has at-| craft, wi plans for later use of 


tracted an estimated $200,000,000 | dhovice and Popular’ Scions 
in new industries to the state. The | yonthly. 


current campaign is running in| sania 

the Feb. 8 issue of Business Week | er 

and the March issue of Fortune. | Edson ee agape 

|The copy also appeared in the) atnhan . son Nas rejoined 
Chicago Journal of | Commerce, {he Boston, general advertising di 

Chicago Tribune, New York Times | count executive and director of 

and Wall Street Journal. | research, following four years’ 

__ The Louisiana Department of service in the Naval Reserve. 

, Commerce and Industry has also SSeS 

made up “Specific Briefs’ on op- : . 

portunities for new cattle feed Zeisel Joins Hoffman 

mills, glass plants, and thermal; William Zeisel, formerly vice- 

insulation plants to be located in| ie sesnoe = “Cae bs 

the state re ays 

: a. d. ; any, 

Walker Saussy Advertising was jomed J. S. Hofman Company 


Chicago, manufacturer of cheese 
awarded the account by the de-| and canned meat. 


DAILY CIRCULATION 
in 37 DOMINATE IOWA MARKETS 


e Each reader of an lowa 


@sornces @masow civ 


er = MARES CITY® 

ailv Press Association news- a I ae 
Dai y re P Aoar poxcte. 7) .' TR WE 
paper feels that his favorite ecu bh earstsLity guprtscoe 
“daily” sort of belongs to chad ¢pebtlp’ | \enaqung LS cena mare, 

. 7” mT is a | \peany ® \atic | fo yewren, 

him. His newspaper } € li ee g FS Jone cam o* 
local enterprise that brings ouncn BLUFFS osna.0050@ a 

‘ _ ornemne0® Gangs 
him locally slanted news and a oe 
4 ° SHIMANO 
other reading. Holding to on 


this principle of local enter- 

prise, the lowa Daily Press ; 
Association newspapers have buil 
of 510.090 . . . and enterprising a¢ : 
eir products or services mm 
se locally slanted newspapers. 


t a combined daily circulation 
Ivertisers are finding a ready 


for th lowa through the 
acceptance for 


regular use of the 


*More than twice as much —* 
as any single daily newspaper in 


IOWA DAILY PRESS ASSOCIATION 


405 Shops Building e Des Moines 9, lowa 
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Lincoln-Mercury 
Dealership Plan | 
Now 40% Complete | 


Derrorr—Creation of a separate | 
jeo ership organization for For rd| 
Motor Company’s Lincoln-Mer- | 
cury division is now about 40% 
complete, according to T. W. Skin- 
ner, general manager of the divi- 
sion 

“The further expansion of our 
dealer setup must be closely co- 
rdinated with production to as- 
sure all Lincoln-Mercury dealers 
sufficient cars to produce a fair 
return on their investment,” he 
sala 

Lincoln-Mercury now has about 
975 outlets, of which 400 are per- 
manent Lincoln-Mercury dealers 
from coast to coast, Mr. Skinner 
jeclared. In addition, there are 
about 475 Ford dealers handling 
the two higher-priced lines who 
will be replaced with permanent | 
jealers as soon as_ practicable. 
About 100 Ford dealers in small 
communities with low sales po- 
ientials also. have franchises to| 
sell Linecolns and Mercurys. 


Sets 1,000-Dealer Goal 


“Our objective is about 1,000 
yermanent Lincoln-Mercury deal- | 
ers When we reach full produc- | 
tion,” the divisional manager said. | 

When the separation of the di- | 
vision from the Ford sales or- 
ganization took place in the sum- 
mer of 1945, J. R. Davis, vice- | 
president and director of sales and | 
advertising, announced that any | 
Ford dealer who wanted to handle | 
Lincoln and Mercury sales could | 
do so if he met the following | 
three requirements: 
have given Ford good representa- 
tion; (2) he must provide ade- 


quate capital, and (3) his dealer- | 


ship must be a separate, inde- 
pendently operated establishment 


in every sense of the word, and | 


not just a branch of the word | 
operation. 
“In this way, established Ford 


dealers were 


dealers if they qualified,” he said. 
“The 
vide adequate sales and service 
for Lincoln and Mercury cus-— 
tomers.’ 

Although J. Walter Thowweon | 
Company now handles the entire 
Ford dealer account, the company 


is reported considering presenta- | 


tions from agencies and may make 
count. 


MYSTERY CHICKS RING 
WELKIN FOR AUTO DEALER 


JOPLIN, 


‘or Company, Lincoln-Mercury 
lealer, succeeded 
Joplinites to such an extent that 


probably everybody in town who | 
newspapers or listens | 


re 1s 


the 


(1) He must | 


given the oppor-_ 
tunity to become Lincoln-Mercury | 


establishment of a separate 
organization is necessary to pro-| 


Mo.—For a little less | 
than 24 hours, the new Wilson Mo- | 


in mystifying | 


Shore Opens Office 


Shore & Associates, publishers’ 
representative, headed by Gilbert 
Shore, at one time with the old 
Philadelphia Evening Ledger and 
the Army P. R. O., has opened an 
office at 607 S. Hill St., Los An- 
geles 14. The company has been 
appointed West Coast representa- 
tive of the Far East Advertiser 
and Bataan Magazine. 


Relinquishes Sales Job 


L. B. Olmsted, at his own re-| 
quest, has been relieved of his. 
duties as general sales manager | 
of the Plywood division of the | 
Mengel Company, Louisville, in| 
order to devote his full time to 
U. S.-Mengel Plywoods, Inc., of | 
which he is vice-president and | 
general manager. | 


Neva Bradley Promoted | 


Neva Bradley, for six years in 
charge of package development | 
and publicity for Daggett & Rams- | 
dell, New York, has been ap- 
| pointed sales promotion manager. | 
Miss Bradley has been with D&R) 


for 14 years. | 


"EBCing you’... in INDIANAPOLIS 


Something’s Amiss with the Swiss 
—In Indiana, That Is 


Seems we're not going over so well in Switzerland and 
Ohio counties, down on the southeastern border of Hoosier- 
land. Our annual mail analysis for 1946 shows that Hoosiers 
in all but these two of Indiana’s 92 counties wrote in to com- 
ment on the programs aired by WIBC. But we can’t com- 
plain. The analysis, based on the NAB Formula, shows that 
in our home county alone, 48,214 persons—or 315 out of every 


Wibt 


1070 KC 
5000 WATTS 
NATIONAL REPRESENTATIVES BASIC MUTUAL 


The INDIANAPOLIS NEWS Station 


1,000 radio families—thought enough of our programming to 
For full information on WIBC’s rich mail 
response in 1946 and the live-wire, live talent shows that 
produced it, see your John Blair Man. 


drop us a line. 


JOHN BLAIR & COMPANY > 


... When, where, why 


There are ready answers to these basic questions 
regarding the Herald-American. 


Who...reads the Herald-American? 


People, more than 500,000 of them each evening (Chicago's largest 
evening audience) and more than 1,000,000 on Sunday. 


What...do readers get in the Herald-American? 


| 


News, complete coverage, local, national, international—this news- 
paper is the only newspaper in Chicago with INS, AP, INP and AP 


Lincoln-Mercury a separate ac-| wirephoto services; with a comprehensive collection of absorbing 


features including headliners Winchell, Durling and Rukeyser; with 
such comics as Blondie, Jiggs, Mandrake and Buck Rogers, of 


unparalleled appeal. 


When...is the Herald-American read? 


Evening and Sunday, relaxed, receptive, leisure-filled time, when 


1e radio, knows of the automo- | 


agency which recently opened | 


loors. 


‘ilson Motor achieved this lo- 


fame through the efforts of | 
Tri-State Advertising Agency | 


, which arranged, before any 
ic announcement of the deal- 


er opening, to send a baby chick | 
‘0 -ach of 300 prospective custo- | 
The chicks, which arrived | 


nessenger, carried no identi- 
on and by nightfall their mys- 
us origin had tongues wag- 
f at full tilt. 
n, WMBH, 


and the town’s 


papers were asked about the | 


the following morning, the | 


ery was solved. Wilson Mo- 
sent a letter to each of the 
recipients telling how the 

er was “starting from scratch.” 

. the letter: “‘We want to build 
‘ iture of which we will be as 


The local radio | 


| 


d as the crowing rooster or 


‘ackling hen.” 


the whole family is together to make plans and buying decisions. 


Where...is the Herald-American read? 


Home, this potent, basic institution in American life and the family, 
with its powerful bond of co-operation and mutual interest is a 
vital source of plans which mean buying action. 


Why...do people read the Herald-American? 


Because this newspaper prints the news impartially, the kind of 
| news most people like to read, the way they want to read it. 


EVENING AND SUNDAY 
Nationally Represented by HEARST ADVERTISING SERVICE 
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Gold Joins Barlow 


Matthew Gold has resigned as 
manager of the Rosenfield Jewelry 
store in Oklahoma City to head 
the merchandising and promo-| 
tional departments of Barlow Ad- 
vertising Agency, Oklahoma City. 


To Remington Agency 


Eastern States Exposition has| 


appointed Wm. B. Remington, 

Springfield, Mass., to handle the 
promotion of the 1947 exposition. | 
Newspapers, outdoor posters, di- 


rect mail and radio will be used. | 


Klemtner Agency Moves 


Paul Klemtner & Co. has moved 
its office to larger quarters at 790 
Broad St., Newark, N. J. 


ISELL BY MAIL| 


Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, etc. 
ARTWIL COMPANY, Advertising 
26-B West 48th St. @ New York 19, N. Y. 
MEdallion 3-0813 


furniture in color. 


Kroehler Resumes 
Production; Opens 
‘Major Ad Drive 


NAPERVILLE, Itt.—Kroehler Mfg. 
Company, one of the world’s 
largest makers of furniture, is 
opening its most extensive na- 
|tional advertising campaign fol- 
lowing resumption of production 
which was halted by strikes for 
/about five months. 
| Beginning in April and extend- 
|ing through June, Kroehler will 
|run ten full-page bleed ads in 
Better Homes & Gardens, Collier’s, 
Ladies’ Home Journal, Life and 
| Wesenye Home Companion. In 
|addition, the company is offering 
| dealers complete newspaper mat 
services, car cards, window and 
|store displays, radio continuity, 
‘consumer booklets, direct mail 
brochures and a retail sales train- 
ing program. 

In the magazine copy, Kroehler 
is using Kodachrome to display its 
Use of acces- 


sory pieces is limited in all illus- 
trations. 

Henri, 
cago, 


Hurst & McDonald, Chi- 
is the agency. 


Plugs Vap-O-Lec Units 


Cronholm Mfg. Company, Port- 
land, Ore., manufacturer of Vap- 
O-Lec electric (central) home 
heating unit, is introducing its 
Vap-O-Lec industrial units, an 
electric steam generator and the 
electric hot water generator, via 
initial test ads scheduled in 
Bakers’ Weekly, Food Industries, 
Pacific Laundry & Cleaning, Pa- 
cific Poultryman, Radio Show- 
manship and Western Dairy Jour- 
nal. Roscoe W. Segar Advertising 
Agency, Portland, handles the ac- 
count. 


Grey Names 4 V.P.s 


William Bernbach, copy chief, 
Ned Doyle, account executive, Ed- 
mond R. Richer, account executive, 
and Herbert D. Strauss, account 
executive, have been appointed 


vice-presidents of Grey Advertis- 
ing Agency, New York. Mr. Bern- 
bach will be vice-president 
|charge of copy. 


in 


A GOLDEN WAVE is sweeping into Southern California . .. 


a wave of people with money to spend for your product.* 


Contrary to-many skeptical predictions, this wave of mi- a 


gration proved more than a temporary wartime phenome- 


non. 


people came during 1945-46 than the annual average for 


1940-45.** And they continue to come in ever-increasing 


numbers. 


prosperity in America’s t 
*Per capita retail sales. So. Calif. 37° 


*Annual average population 
101,000 


increase, 


With peace it has actually mounted higher. More 


Let your business ride this tide to even greater 


hird largest market. 


© above national average, 
So. Calif. 1940-45: 


1945. 


250,528; Increase 


LOS ANGELES 


EXAMINER 


1945-46: 


The Los Angeles Examiner 
grows faster than its market 


Represented Nationally by Hearst Advertising Service 


Pte 


Advertising Age, February 17, 


K. K. K. 


An Open Letter to the Public. 


In reply to many inquiries we are pleased to announce that former Gover- 
nor Martin made a thorough investigation of Klan activities in Pennsylvania. 
We cooperated 100% as promised, and his announcement read that no viola- 
tion had been found against us. Not having been incorporated in Pennsylvania 
we are therefore an unincorporated voluntary organization, and are not amen- 
able to the corporate laws of any state and are operating under the United States 
Constitution which guarantees freedom of assembly. 


The old K. K. K. Incorporated, under the Georgia laws, suspended all laws, 
revoked the charters and released all members from their oath and obligation 
so far as the Incorporated Klan is concerned. 


The Franklin County group is not incorporated, but our ideals and princi- 
pals are the same as the old incorporated Klan which disbanded April 23, 1944. 
We have the right and privilege to operate under the Klan name but cannot 
use the word Incorporated. Everything is voluntary. No salary, no set dues, 
Therefore we are within our rights and will operate accordingly. 


no profits. 


Every member must stand the test as heretofore and new members must 
be white, gentile, member of a Protestant Church, subscribe to free speech, 
free public school, salute the flag of our nation, pledge allegiance to the flag, 
and a strict adherence to the laws’ of our land and the Constitution of the U. 
S. A., which provides for one nation, one flag, and equal rights to all citizens. 
We pledge our undying support to our country and our undying hatred for Com- 
munism and every other ism not 100% Americanism. That, friends, is our 
story. What say you? 


Knights of the K. K. K. 

P. O. Box 138, Chambersburg 
Published by authority of H. F. Shaffer 
Exalted Cyclops, Franklin County Clan 


SHEETS TO THE WIND—iIn this frank, 400-line copy in the Record Herald, 
Waynesboro, Pa., the Franklin County Clan announced that it had been given a 


clean bill of health by the state. The advertisement was placed direct. 


Stayt boro. 
py The Greensboro Market 
| 4 area—with both a balanced 


a 


GREAT INDUSTRIES w tx 


Growing GREENSBORO MARKET 


JOHN K. VOEHRINGER 
President - 


MOJUD - . « nationally 


1 known from coast to coast 
| for quality hosiery .. . has 
/ | its home office and manu- 

| facturing plant in Greens- 


industrial and agricultural 
economy — accounts for 
more than 1/5 of the total 
retail sales* in North Caro- 
lina. 


Your sales and advertising 
promotions in North Caro- 
lina should center on this 
prosperous, responsive, rap- 
idly growing market. 


“Sales Management Figures. 
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Tennen & Mitchell executives 
are quite miffed about an ap- 
yarently continuous series of news 
releases which the new agency, 
Robert W. Orr & Associates, is is- | 
suing. L&M says that when Mr. 
Orr left L&M last fall he took 
wit. him Andrew Jergens and a 
couvle of other accounts and cer- 
tain L&M people to work on them. 
Orr's piecemeal announcements of 
these “‘additions,” L&M executives 
say, give the erroneous impres- 
sion that he is draining their 
agency. 

co * 

Certain other railroads are ex- 
pected to follow the example of | 
the C&O, Nickel Plate and Pere | 
Marquette in withdrawing their 
support of the Association 
American Railroads’ $2,000,000-a- | 
year advertising and public rela- | 
tions program. Benton & Bowles’ | 


“0 cuplane sah 


through the glittering snows of the 
northern states are as restful and 
as pleasant as travel under sunny 
southern skies.” 


* a 


Increasing demand from retail 
outlets in the corset and brassiere 
field indicates that cooperative 
advertising space placed by deal- 
ers is approaching prewar levels 
and may reach them within the 
next few months. 

A leading manufacturer in the 


| field, American Lady Corset Com- 


pany, Detroit, is sending out 1947 
mat books and—unlike many firms 
in the business—stresses that re- 
tailers are not required to use the 
mats it furnishes. Its decision is 


which, according to complaints in 
trade publications, are out to 
abolish manufacturer’ dictation 


part of the cost of space for ads 
written by dealers. 


Two-pants suits are coming 
back but, according to the Pitts-| 
burgh Post-Gazette, they’re bring- | 
ing with them a sizable headache | 
resulting from the added price of 
the second pair. Suits probably 
will be priced two ways—one 
price without the second pair, one 
including the extra pair—but em- 
phasis will be on the one-pair 
price to make the total suit price 


'sound lower. To offset possibili- 
| ties of ending up overstocked with 
odd pairs of extra trousers, some 
stores will shade the mark-up on 
the extra pair. 


| Airlines flying the trans-At- 
lantic route announced in poker- 
faced fashion recently that plane 


fares would remain at $325 one-| 
of| finding favor with many stores| way. The fare will remain effec- 


| tive until June, and no official 
| would predict a cut then. The 
| joker in the situation: American 


work as the AAR agency has also| based on refusal to pay the usual | lines have offered*rate reductions, 
| 


been criticized. 

On the other hand, the AAR 
claims to have laid the ground-| 
work for certain developments in | 
railroad “merchandising” which 
have been adopted, with some fan- | 
fare, by C&O’s Robert R. Young. | 
For example, the AAR a few| 
months ago surveyed all Class I) 
roads on the joint introduction of 
credit cards for rail travel. 

% * ok 

Meanwhile, dissension is re- 
ported to be rife in the ranks of 
the Air Transport Association’s 
advertising committee. Several 
agencies with the backing of indi- 
vidual committee members are 
said to be shooting for the account | 
which Erwin, Wasey has had for 
nearly a decade. The account may 
be split. 

The quick frozen foods indus- 
try, which moved faster than a 
rocket last spring, had plenty of 
difficulties in the third and fourth 
quarters. Large stocks of inferior | 
food were dumped by some 
wholesalers, and several compan-_| 
ies had to look for financing. How- | 
ever, most of the difficulties have 
been ironed out, and several of 
the companies will start heavier 
promotion shortly. 

5 at fh 

The book publishing field has | 
had successes which it had never | 
imagined during the past six 
years, but there are plenty of) 
headaches. Costs of printing and | 
material—as well as larger ad-| 
vances to authors—have com- 
plicated the business. Before 
World War I, 1,000 copies was a) 
good sale; between wars 3,000 | 
copies would put a book in the) 
black; but by 1947, 5,000 copies is | 
a shaky sale. 

Bo a *: 

Recently published reports that 
Ford Motor Company would issue 
stock, and be listed on the “Big 
Board,” are not true. Under Henry 
Ford II the company continues to 
be a “family affair.” 

tk * 


alesmen of media representing 
boom markets—most of which 
hove held their wartime sales and 
bt \ulation gains—still have trouble 
co vineing some buyers of the real 
®& ent of the growth. San Diego 
Co inty, for example, now has 
ao ut 500,000 population, com- 
bs ed with the 1940 census listing 
89,348. 


. iilroads, as well as the be- 
‘© guered airlines, got a left- 
led lick about all-weather, all- 
transportation coverage, 

n Greyhound pointed out in 
nt copy in The Saturday Eve- 
ng Post that “Only by Grey- 
1a you’ll find this all-weather 
el pleasure in all forty-eight 
: Greyhound opti- 


3s Says 
ically, “Mid-winter trips 


the most recent being Pan-Amer- 
ican, which last fall wanted to 
offer a $275 fare, but the British 
government refused to accept it. 
The answer: foreign airlines cur- 
rently cannot meet American 
fares, and since international air 
travel is on a reciprocal basis, 
U. S. operators must peg their 
prices to that of the competing 
foreign line or be shut out. 


Bd Be 


Not included in the announced 
list of owners of Traveltime (AA, 
Jan. 27) were Harold McGraw of 
McGraw -Hill Publishing Com- 
pany and Lee H. Bristol of Bristol- 
Myers Company. Traveltime, new 
monthly vacation and travel 
magazine, has offices in the Mc- 
Graw-Hill building, New York. 
Among the 14 on the announced 
list were Frank A. McKowne, for- 
mer president, Statler Hotels Cor- 
poration; George Tilyou, Coney 
Island amusement magnate, and 
Brig. Gen. John Reed Fitzpatrick, 
president of Madison Square Gar- 
den Corporation. 
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MAIL 
PROMOTION 


16 Node Abb, 
HEW YORK LPM, 


? Se. Dearborn S$t.. Ohicage ¥ 
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READ BY EVERYBODY 


THE UPPER CLASSES: 
They defer to its views 
Who call it The Niews. 


THE REST OF US: 


It’s the paper they choose 


Who call it The 
4 - 


Part of 


This is Dallas Too. 


The peach harvest—fruits move 


as four million bushels a year 


is grown in the Dallas-East Texas area. 


News. 


that paper for guidance in almost everything. 


to market early and long 
from the Dallas area. The Texas total has run as high 


and the bulk of the crop 
The picture was 


taken at an East Texas shipping point. 


_ De Dallas Morning News 


THE TEXAS ALMANAC 


RADIO 


STATIONS WFAA AND KGKO 


newspaper all their lives 


When people have been reading 


fathers before them 


And when they find that it’s doing a better job for 
them today than ever, with the ablest Staff of Stars and 


best newsgathering facilities in its history .. . 


It’s only to be expected that they come to look to 


The Dallas market is the Dallas News market! 


>), Doe Darver 
Tete A 
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and following one 


and their mothers and 


GAocans 


John B. Woodward, Inc. 
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| buyers, manufacturers and others. 


Miss Amer ica | The February issue of ‘Miss 


s A i N »’ to b blished 
Adds Six-P age naaitie, ly ty initial or 
Retail Digest 


order of 5,500 copies. 
| The digest will contain news 
New YorK—Miss America is 
launching this month a six-page 


about teen-age doings in and out 
|;of the trade; promotion ideas for 
tabloid teen-age merchandising di- 
gest, “Miss America News,” to be 


teen-age departments; interviews 
|with leading designers, stylists, 
distributed free of charge to per- | buyers, merchandise men; fashion 
sonnel in more than 900 stores, | 
advertising agencies, resident 


trends in teen-age apparel, and 
reproduction of the complete ‘Miss 
America Club News.” This is the 
official bulletin which goes to) 
/more than 40,000 members of the, 
/2,700 Miss America Club chapters 
in the U. S. and Canada. 


| Elia ak may 
'WBEC Appoints Budrow 


W. Wendell Budrow, formerly 
| advertising manager of Berkshire 
Eagle, Pittsfield, Mass., has been | 
appointed commercial manager of | 
Station WBEC, Pittsfield, which | 
will open March 1. Jack B. Rabi- | 
ner has been named to succeed Mr. | 
Budrow as advertising manager | 
and Donald R. Wood has been 
named advertising office manager 
|of the Eagle. 


Buys Hotel Magazine 


Buckeye Tavern News, Youngs- | 
town, O., has purchased the Ohio 
Hotel & Restaurant Monthly. 
James E. Hickey, publisher of the 
hotel and restaurant magazine, be- 
comes publisher and advertising 
manager of Buckeye Tavern News, 
and Adrian M. Slifka, editor, has 
been appointed managing editor. 


Appoints Walker 


G., Edward Walker, formerly 
promotion and publicity director 
of Station WTRY, Troy, N. Y., 
has been named promotion man- 
ager of the Albany Times-Union, 
succeeding Edgar M. Frink, who 
has resigned to become commer- 
cial manager of WGLN, new sta- | 
tion in Glens Falls, N. Y. 


Buys 7 Sears Stores | 

Seven Sears, Roebuck & Co. re- | 
tail stores in California have been | 
purchased by the Mutual Life In-| 
surance Company of New York. | 
All the properties were leased | 
back to the Chicago mail order 
house for long terms. This brings 
the total to 14 Sears stores bought 
by the insurance company. 


V Vo: not ashamed to admit it. 


We are much more like the tortoise than the 

hare. When your job comes into our shop it does not 
spurt and stop intermittently. It moves through 

the camera room, the plate making depart- 

ment, the proofing room and on to you at a steady 
scheduled pace. That is the only way we can 

be sure that the finished pieces will reach you 

when you want them and how you want them. 

If it is fine photo offset in small and medium runs 


that you need ... on time... call 


THE VERITONE COMPANY 


$7 W. GRAND AVE., CHICAGO 10 © TELEPHONE WHITEHALL 5957 


Formerly the C. M. & H. Offset Printing Co. 


* s was handled by an “epidermis 
Diagnose Ailments ¥ i200 ye eat 


|cidedly medical air to its all-day — 
/newspaper clinic, featured at the | Wine Co. Names Miner 


| Termed “face-lifting,” another | bestos gas vent and flue pipe. 


| 
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CALLING 'SURGERY'—Examining the advertising "glands" of newspaper: at 

the University of Washington school of journalism newspaper clinic are “Chief 

Surgeon" Thomas F. Barnhart and “Doctor Vernon R. Frost of the journalism 

school while "Nurse" Robin Harris looks on. The clinic was staged during the 
34th newspaper institute in Seattle. 


Newspaper "Meds’ “session was devoted to typog- 


raphy, while pictorial illustration 


exami- 

2. # nation covered the editorial pages 

at Seattle Clinic |The gallery, which was given 
SEATTLE—With all the accouter- “Sterile notepaper,” consisted of 
ments of a Dr. Kildare movie, | 2>out 200 editors, publishers and 
the University of Washington | representatives of newspapers 
school of journalism gave a de-/|throughout the state. 


school’s 34th annual institute for 


the state press. |Angeles, has appointed Dan B 


“Patients” at the clinic were €X-| winer Company, Los Angeles, t 
amined for advertising ailments,| handle its advertising. News- 


including wartime hangovers of | papers, radio, outdoor posters and 
scarcity merchandising and an-| painted bulletins will be used 
nouncement copy. ee 


Santa Fe Vintage Company, Lo: 


Recent after- | - 


Christmas copy was termed) To Hoefer, Dieterich 
“flabby” if it relied on mere price | Williams-Wallace C 
reduction to move goods. Ad copy | ams- Wallac ompany, 


di ; led by V R |San Francisco, has named Hoefer 
iscussions were led by Vernon .| nisterich & Brown Advertising 
Frost of the journalism school. 


'San Francisco, to promote Metal- 


Going NEST 


with your 
a’ product? 


A? a ee 


Then plan to sell SAN DIEGO 
The West’s fastest growing market 


The SAN DiEGo UNION 
and TRIBUNE-SUN 


will give to even a modest advertis- 
ing appropriation... 


the impact of 
population §=©6»-s C ONNcenfrated $ $ $! 


F * Ideal area for a Southern California 

ounty : : 

Population €St'--. a great beginning for your 
Southern California sales expansion! 


San Diego 
* 


Metropolitan 


552,804 
Consult our Representatives 


"REPRESENTED NATIONALLY BY WEST- HOLLIDAY CO., Ir. 


New York + Chicago + Denver + Seattle » Portland + San Francisco « Los Ange °* 


UNION and TRIBUNE-SU 


§ Union Tribune Publishing Co., San Diego 12, Californi 
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P ttsburgh Glass 
Boosts Paints at 
Regional Meets 


HIcAGO—Pittsburgh Plate Glass 
npany, which this year will 
make unprecedented use of news- 
pavers in addition to magazines 
an. other media (AA, Feb. 10), 
is .nnouncing expanded sales pro- 
ion plans to its representatives 
in a series of regional meetings 
yhasizing a “Color Dynamics” 
sales theme. 

Color Dynamics” utilizes the 
principles of color engineering 
which have been developed indus- 
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Sun Chemical Boosts 


Executive Personnel 


John F. Devine, president of the 
General Printing Ink division of 
Sun Chemical Corporation, New 
York, has been appointed assistant 
to the president of the corporation. 
He will be succeeded by F. H. 
Farnsworth, a vice-president and 
director of GPI and general man- 
ager of its Sigmund Ullman divi- 
sion, who will continue in the 
Ullman post. 

Mr. Farnsworth will be assisted 
by divisional vice-presidents Har- 
old A. Kernell, in charge of sales 
operations of the ink divisions in 
the Midwest, and Walter Huber, 
with similar responsibilities for 
the ink divisions in the East. 
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BT maxes FRienns 
EVERYWHERE IT GOES 


WSBT is popular throughout its entire coverage area. 
Consistent mail response comes from listeners in every 
WSBT county. Mail received in 1946—addressed to 62 
programs— came from 43 Indiana-Michigan counties and 
244 towns. Response like this proves that wherever WSBT 
reaches, people listen faithfully and write consistently. 
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trially, extending them into paint- 
ing plans for homes and public 
places. Its purpose is to augment 
personnel efficiency by careful use 
of color to alleviate eye strain, 
boost morale and generally create 
a more pleasant atmosphere. 

To boost its color engineering 
principles, Pittsburgh Plate Glass 
will use 54 dailies, plus This Week 
Magazine. In addition to four- 


color copy .in American Home, 
House & Garden and Small Homes | 
Guide, it will use nine business 
publications, plus hospital maga- | 
zines, architectural, and educa-. 
tional publications. The campaign | 
represents Pittsburgh’s first ex-| 
tensive use of newspapers. Maxon, | 
Inc., Detroit, is the agency. 


Colorful Dealer Helps 


Through the company’s ap-| 
proximately 78 representative out- | 
lets, its thousands of dealers will | 
be able to get such colorful dealer | 
helps as the electrically illumi- | 
nated Pittsburgh sign which uses | 
all the colors of the spectrum, and | 
window displays and_ booklets, 
also emphasizing the spectrum, 
and illustrating the principles of | 
“Color Dynamics.” 

Ralph Sweet, of Pittsburgh’s ad- 
vertising department, told the Chi- 
cago meeting that 1947 offers the 
biggest paint market this country 
has known. The company is 
building up brand name accep- 
tance for Pittsburgh, and will offer 
onsumers new color charts plus 
the “Color Dynamics” booklet, he 
said. 

Dealers will be urged, he said, 
to push Pittsburgh lines closely 
illied to paints, such as brushes, 
aint and household cleaning aids. 

Dealers, in supplementing the 
ompany’s national campaign, will 
ichieve best results through steady 
ise of small newspaper space, Mr. 
Sweet said. “Conditions warrant | 
stronger advertising pressure than 
they have for a long, long time,” 
he declared. 


Baldwin & Mermey Opens 
Showmanship’ Division 
Baldwin & Mermey, public re- 
lations, New York, has established 
1 division of industrial showman- 
hip, to include planning of trade 
shows, pageants, staged industrial 
vs and products exhibits; tech- 
| direction, budget control and 
urement of professional spe- 
sts for script, costumes, music, 
‘ing and production. 
fred Stern, who joined the 
last year, will head the new 
ion under’ supervision of 
ice Mermey. 


iews Quiz Show 

mbert Pharmacal Company, 

ouis, for Listerine toothpaste, 

enewed with the Yankee Net- 
the “Quiz of Two Cities” 
am, which is heard Fridays 
8-8:30 p.m. over Stations 

\C and WEAN. 


ver Life Names Two 
orge L. Herpel, psychologist, 
joined Oliver Life Advertis- 
\gency, St. Louis, as account 
itive and will conduct re- 
h in consumer psychology. 
n W. Neuwoehner, account 
itive, has been named head 
1€ merchandising and mar- 
g department. 


Yankee Names Shurtleff 


David F. Shurtleff, who prior 
to the war was manager of the 
Yankee affiliate station in Man- 
chester, N. H., has been named 
director of promotion by Yankee 
Network, Boston, for the 24-sta- 
tion New England regional web. 
He succeeds James S. Powers, who 
has been appointed head of the 
Yankee Network Institute. 


SOUTH BEND 


COLUMBIA NETWORK 


Paul H. Raymer Company 
National Representatives 


all business is local 


<4 
Af 


Vational advertising, 


did you say? Take 
a look at this nationally advertised universally used 
packaged food item. In one city, recent brand 
preference studies show, 18% of the 
families buy it. In another, 23% ; in another 32°. 
© Why? Markets differ as people differ . . . 
in tastes, in reading habits. in buying habits. 
Only thing sure for certain is that every sale 
your advertising makes in any market is a local 
transaction ...a local consumer buying from a local dealer. 
¢ That's why newspaper advertising is so responsive. 
With 51.000,000 daily circulation in the U.S. and Canada 
an all-time high—newspapers are the biggest 
mass medium. Yet they give you 
effective control... 
to concentrate your 
advertising where you want it 
when you want it... to build sales at low cost. 
@ Every day we get more information about more thines in 
the many markets of this wide and varied country. 
Some of it is probably right down your alley. 


Why not ask us to tell you about it? 


370 Lexington Ave.. N. Y. 17. Caledonia 5.8575 « 7° EW ker Dr.. Ch 
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Lacked Complete Count 


on Magazine Figures 

To the Editor: On Page 74 of 
your Feb..3 issue there is a tabu- 
lation of the number of pages and 
dollar volume of the 1946 adver- 
tising in magazines. In this tabu- 
lation Popular Mechanics is listed 
as having 1060.41 pages of adver- 


|not completely measure our book. 
CLOVER L. PERKINS, 
Advertising Manager, Popular 
Mechanics _— Chicago. 


Townsend ‘Wants Readers 
to Do the Judging 
To the Editor: In your Feb. 3| 


issue appears Clyde Bedell’s ‘“‘Let- 
ter to the Editor” on the subject | 


Nidverliser 


This department is a reader’s forum. Letters are welcome. 


Geom anecas He tegey 


tisers that prove my Method of 
Advertising Evaluation tells a 
| good ad from a bad one. 

| I read Bedell’s letter to refute 
| his general statement that it is not 


| Possible to evaluate an advertise- | 


| ment by checking its effectiveness | 
|}against well known basic stand- 
-ards. The letter evidently did the 
job, for the gales of laughter from 


| 


Advertising Age, February 17, 19 


ter. Let them judge whether he 
damned or praised. Here is his 


letter: 
August 4, 1937 
When your letter of July 23 arrived 
| with the little book, I placed it aside 
to await its opportunity among other 
ordinary advertising matter. A day or 
so ago I came to your book in the 


accumulated pile. It never belonged 
there. 
Nothing I have read or seen since 


reading Kenneth Goode’s first book on 
advertising has been so arresting 
| interesting to me. 

The casual filling of white space 
poorly conceived advertising has al- 
ways annoyed me greatly. A few years 
ago, as head of a mail order advertis- 
|ing department spending two million 
dollars a year, I did considerable ex-| 
perimenting in the direction of deter- 


and | 


by | 


to American standards of sery 
and ethics, and our firm is all ; 
/more flattered by his indirect eo 
pliment, as ours is the age: 
which has handled the TWA’s 

count since their coming to Fra) 
This account is handled accord 
to the pattern which is custom 
in American agencies and this 

i\cludes, of course, the exclusive; 
|of our services in the airlines fj 

Some time ago we were off; 

‘the American Overseas Airw.: »: 
account but owing to our cont) jc} 
with TWA we could not accept ‘he 
business. Another major air! ine 
/}account was offered us some three 
weeks ago and this one, too, 


: tising with no indication that it is of our recent debate. In his letter | the Ad Club audience seemed to | 


mining standards by which creative| had to turn down. 
not a complete count. he accuses you of bad reporting, | send Clyde to the showers. 


work could be checked as to effective- | 


I think your readers will be jn- 


“yr : : A : — . ness. | 
The fact is that we printed 1741 and me of bad practice in using) But let’s get serious for a) “What your book says is entirely rea-| terested to learn that there are 
pages. This was the third largest his testimonial. /moment. Bedell says in effect— sonable to me. You have carried to|some French advertising agencies 


number of pages of any of the| 
general magazines. | good reporting job. And as for me | Say it is the greatest certainty on 
It seems to me that in some way | —I’m no mind reader. How could| the American scene. Sales—or 
you should inform your readers of | I know Bedell had changed his| not; jobs—or not; 
| this error on your part. I am not| mind after he wrote the letter? 
Ss critical and I know the cause of | Debate demands proof. I supplied What shall your readers believe? 
2 the error, namely, the fact that) it by reading letters from leading | Bedell says you misled them 
| Leading National Advertisers does | 


bas = 
i 
J 
| 
: “1 
. 2 
cir ' 


| aw (1945 ESTIMATES) _ 


Every important market has had a marked increase in retail sales dur- 
ing the past five years, but Quad-Cities’ has been far above average. 
Even before the war, the Quad-Cities trend was upward. From 1935 to 
1939, retail sales increased 43 percent — from 1939 to 1945, 56 percent. 
Today, the Quad-Cities is the largest population market in Illinois and 
lowa, outside of Chicago. 


oe Nearly 60% of Quad-Cities’ population live on the Illinois side and read 
the Argus-Dispatch newspapers .. . the only dailies published in the 
Rock Island-Moline zone. 


ore aes ae 


—THE ROCK ISLAND ARGUS sel aap 


wae | = LILY DISPATCH ) 


ROCK ISLAND ARGUS and MOLINE DISPATCH 


National Representatives - - The Allen Klapp Company 


Personally I think you did a/| advertising is still a gamble. I) 


prosperity—or | 
not are all staked on the issue. | 


universities, agencies and adver-' concerning the contents of his let- | 


a procedure 
for 


logical conclusions 
| whose borders I have 
minced and pecked, 

I wish I could 
story. 
If you don’t make 
and very profitably to the people 
| who pay it to you—it will be because 
| you cannot sell as well as your method 
can sell for other people. This is what 
advertising has long needed. 

CLYDE BEDELL. 


know your whole 


If Clyde prefers to continue to 
just “mince and peck,” it would 
be safer for him to run back under 
| the house to do his pecking. 
It’s all right to debate with me 


along | 
a long time | 


a million dollars | 


which live up to all the standards 
of Ameyican advertising agencies 
and I respectfully suggest that you 
|insert this correction of Mr. Col- 
lins’ involuntary misstatement in 
/one of your next issues. 


FRANCIS ELVINGER, 
Elvinger S. A. — Advertising. 
Paris, France. 


, i 


Cites Humorous Sale Ad 

To the Editor: Here’s a photo- 
stat of an ad that appeared in the 
Dec. 27 issue of the Daily Jefferson 


|—I am nothing, but one cannot, 
argue with a fact that is well 
known and used in important 


|} places and remain un-ridiculous. 
| Bigger guys than Clyde have tried 


| it. They don’t live here any more. | 


W. S. TOWNSEND, 
President, Townsend Methods, 


Inc., Chicago. — 
| vey 9 wie, 
| Ho bl 
Suggests Reappraisal ———— 
To the Editor: Anent “The “Oe: 
, Hucksters,”’ someone has blun- Loon waar voucan 
| dered. In the Jan. 3 issue of PI, “= * 


a review was run of events affect- 
ing the ad game, and listed three 
titles, with a parenthetical ho-hum 
after the last. The First Adver- 
tising Agency Group is obviously 
bored, too—$500 worth. 


one Vg wel ws 


gin i toca Callog everyoue ponent te Boaee, & Values and Good Deals 
‘Staff thats been getting 1» 


nq it at prices so lay below the cesling tha! they re practically ws the basement I! you dow 
bake our prices. say so — maybe we can makes deal anyway 


Mr. Newton, Mr. Quinn, and — 
others, declaim against “T.H. | 14 Gambler uf 
note, they declaim—they do not | The FriendlyStore 
answer. I think the approach is 
all wrong. If Wakeman handled | Coynty Union, Fort Atkinson, Wis. 


the truth loosely, can we honestly 
sit in judgment? Ours is essen- 
tially a made-in-America prod- 
uct—and if the indoctrinary phases 


of the game reveal unpleasant 
facets, the game is obviously at 
fault. 


The issue doesn’t seem to be one 
of whether or not W. gave the ad 
|game ae black eye—rather, I 
would say 
wrong with the game that would 
|allow W., or anyone, to belt it 
'around so easily? We have been 
caught with our pants down—why 
waste time damning W.? Why 
| not re-appraise our position? 

Davin H. Moore Jr., 

Advertising Consultant, The 

House of Moore, La Jolia, Cal. 


- oe 


Paris Adman Amplifies 
Ken Collins’ Statement 

To the Editor: I read in your is- 
sue of Dec. 2 that Kenneth Collins 
of the New York Herald Tribune, 
European Edition, delivered a talk 
at the last meeting of the Export 
Advertising Association. This is 
surely one of the reasons why I 
regret not to be any longer in New 
York, as a talk by Kenneth Collins 
is a boon in whatever place and on 
whatever subject it is delivered. 

In his speech, Mr. Collins de- 
plored “the shortage qualified 
French advertising agencies, which 
led to competitive accounts 
being handled by the same agency, 
such American Overseas Air- 
ways and Trans World Airlines in 
Paris.” 

I fully agree with Mr. Collins 
on the shortage of good advertis- 
ing agencies in France, living up 


of 


has 


as 


it is one of what is! 


It might prove interesting to your 
readers—and an_ object lesson, 
also, on how to tackle a clearance 
sale in a humorous manner. 


H. J. MAWICKE JR., 
Pontiac Engraving & Electro- 
type Company, Chicago. 

vv 


It's ‘The Budd Company’ 


To the Editor: I have just fin- 
ished reading, with a great deal o! 
interest and amusement, your story 
on Robert R. Young in the Jan 
13 issue of ADVERTISING AGE. !t 
was a fascinating story that you 
unfolded on Mr. Young’s plans for 
1947. 

In the interest of accuracy, 
any future stories you might wri'e 
in which the name of The Budd 
Company is mentioned, I sho 
like to call your attention to t 
fact that “The Budd Company” 


now the correct name for w 
once was the Edward G. Bi 
Mfg. Company and the Bu 


Wheel Company. In June of 19-4 
these two companies united un 
the name of The Budd Compa! 


DONALD H. LONG, 


Public Relations Department 
The Budd Company, Phila 
delphia. 

a 


Club Expects Sellout 


for Young Meeting 

To the Editor: Tell Bro. La 
rence Hughes he scooped ’em 
with his Bob Young interview. 
was very complete and objecti 

Mr. Young talks to our Feb. 
club luncheon in Hotel Clevela! 
and it will be a sellout. He h 
been scheduled for Dec. 16, & 
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| of serv sic, and we refunded cash for 500 several cooperative radio programs | 1939 (except for three years in, Sales Managers Elect 
n is all } tickets bought in advance. Buchsbaum Plans | here and will become a sponsor | the Navy), has joined Photo-Lux aiacien i we in Hoffman & 
direct co Horace C. TREHARNE, a of another in Indianapolis next | Laboratories, New York, as gen- | May ’ : 
th New Belt Drive }eral manager. York, has been elected president 
TWA oreo ua Pe ae vy i Sy month. IR bl a ti |of the Sales Managers’ Association 
’s levelan vertising ub, Irving J. Rosenbloom vertis- | ER of Milwaukee. Math T. Lauer, 
g to Fra leveland. | a ee Pag ws mae & Co., ing Agency handles the account. §Sicks Joins Ludgin sales manager of the Milwaukee 
d accord eee |maker of mens and womens ac- aide metal Suen St erly a copy- Office of McKesson & Robbins, has 
; custo . cessories, will launch a campaign ODN | SICKS, Orme rny oe Py | been appointed vice-president and 
and this Atwell Keeps Ediphone for its new Stratoline Three-pi- Otto Agency Names Two | writer 8 Ne ret ta,| Al resowaki, sscrethey. 
: : Ar ws mer vision oO arshe +» Ne , - fe 
<clusive: Around the Place eevee a — m4 this van Goce oe joined the merchandising and cre- 
irlines fic‘. ‘o the Editor: Re your item on |SPTNs- “our-color ads wilt ap- |. agg Ripe ,_ ative staff of Earle Ludgin & Co.) e THERE'S PLENTY OF 
ae , ‘pear in Parade, This Week Maga- |ing Agency), has promoted Valen Chicago, as copywriter > 
vere Oncred Bi the battle of the dictating ma-| 16 and 21 newspaper supple- | tin Montero-Diaz from media di- rede eng * BUSINESS IN 
is Airwi chines (AA, Jan. 20), thought this | ents i Seeder Me es on | rector to controller. Martin C. , * 
sur contiact ff classified advertisement from the| 1/2 Stratoline belt will Chavez will succeed him in the Agency Appoints Perry % 
t accept ‘he Boston Herald of Jan. 22 might} : mm appear In| media post. 11; Per f rlv a 
ajor air! ine u at least a smile, if n "Y fae June Kequire. | f bar ee ? t in Tul . ha b 
a ma gve ye ie, © not! ' | ree-lance artist in Tulsa, has been 
some three a comment: PP wir stn t po sted rege a WGN Offers Almanac appointed art director of Watts, 
ne, too, we RECEPTIONIST—Girl with attractive | terial and — - ee ai} Station WGN, Chicago, is offer- Payne -~ Advertising, Tulsa, Dallas 
onality, to meet the public and use | erial and will use even more t US \ing the “1947 WGN Family Al- and Wichita. 
will be in- Ediphone hei downtown Boston office. | Year, — ee a is = its |manac & Yearbook” to its listeners ee 
: there are “lay week, salary arranged. The At-|rainwear »an other products.|in a series of broadcast announce- : 
Te awen ne ff | Cos 30 Federal St., Boston, aes is cGueek ‘eamanande |e. Pedersen Joins Nelson 
e standards ‘he Atwell Company may rep- | mats, radio continuities, belt racks, | aeneate yang rere Praag 
ng agencies prawn Penge 22> v0 peel belt and buckle cabinets, counter | Lounds Joins Photo-Lux Commer Paaee -_ sa on co 
est that you @ °°' cates i . wre window cards and window | Douglas Lounds, with the radio named an account director of the 
of Mr. Col- , Th Chi Co, | Cee e ee “4 & _ |and media departments of Ben-j| Carvel Nelson Advertising Agency, 
tatement. in JOE SOMES LUTE Vom- Buchsbaum is participating in|ton & Bowles, New York, since’ Portland. 
. pany, Boston. 
UVINGER, ll ee 
vertising, Gives Spelling Lesson 


To the Editor: In your “Voice 
of the Advertiser” column, Jan. 
13, D. O. Collins, of Denver, tells 
of the subtle advertising plug in 
the last paragraph of the first) 
“Maguffey Reader’ and goes* on 
to date it as “vintage of 1870.” 

I believe that investigation will 
prove that the name is McGuffey, | 
not Maguffey, and that Mr. Collins 
is about two decades or so late on 
the vintage. (I’d hate to have him 
for my wine cellar superintend- 


Sale Ad 


2’s a photo- 
2ared in the 
lly Jefferson 


ent!) 
eaibine | The spelling lessons which the 
IS FESS revered William Holmes McGuffey 


taught our grandparents through 

the medium of his Readers may | 

well be of use today in our wordy | 

profession, n’est ce pas? 
Guess it’s that rare Denver | 

bong alr..« « 

A. TYPPE (GEORGE) LOWEs, 

- Ketchum, MacLeod & Grove, 

Pittsburgh. 


? 7 


Echoes Sentiments 


SERVICE PAYS 


People always remember good service—and many 


a business has been based on this one idea... In 


the Nashville area, over 4,600 stores specialize in 


—% To the Editor: I want to take | ° f d l ‘ } di ‘ Aad 
Ase time out to echo the sentiments | service trom ary cleaning To radio repairs... /An 
ee expressed in two of your recent 


editesiate, Ties lathes. “Ave Ariari: | these businesses make service pay—over 16 million 


cans Fatalists?” appeared in your | 
Dec. 30 issue. 


kinson, Wis 


ting to your dollars a year at the last census in 1939 . . . Such 


ject lesson, It’s about time we stopped fear- P ° $8 

a clearance If ing ghosts and put hans light and | profitable business and manufacturing activity has 

saner. American brain power to work on | ss ss : 

wae Ju. thé aceaied Gabeiaiile deores- helped swell buying income in the Nashville market 

& Electro- sions, AT 

10. ieee beking! | area to more than 800 million dollars yearly .. . 

S. R. Kaplan, ° ° ° 

aaa ies Senin een When you need effective coverage of this rich 
pany Bottlers’ Gazette, New York. ° ° ° 

ve just fin- | territory use the large audience who listen regu- 

VV 


sreat deal of 
it, your story 
in the Jan 
NG AGE. It 
ry that you 
g’s plans for 


It All Depends 
on Where You Stand 


To the Editor: We are enclos- | 
ing a tear sheet from the Denver 
Post, which shows the _ position | 
given a Rio Grande ad entitled 

he Diesel-Powered Prospector— 


larly to WSIX. 


AMERICAN MUTUAL 980 KC 


5,000 WATTS 


accuracy, 
might wr 


f The Budd § "very Night Overnight to Salt WSIX lI h k C E 
d, I 2 as Lake City” and an ad for our| gives you a t ree: Mar et, overage, conomy 
ntion to t nt, Continental Air Lines, en- 
Sompany”’ ed “Continental Offers So Much 
e for w re in Time-Saving, Money- 
dG. Bu S.ving ‘Travel!”’—illustrating the 
the Bt lities of the makeup man. 


June of 19-! Rosert B. McWILLIAMS, 


nited un — E. Broyles Company, 
d Compa! ae FOR DETAILE 
{. Lone, . . ¥ > REFERENCE DATA 
epartment V’ants to Reprint Chart ‘ oo 
, > sic e 
ly, Phila o the Editor: We would like wankers E01T10N 

se the chart, “Advertising ... 3 

ter Economic Buy Than Ever” e of: len nessee’s 

. ; Rr & 

llout 1 forthcoming Howard-Wesson 4 . S—" e ‘ 

er. May we have your per- : t l¢ 

. . se ct 

ng ion to use same? oe ( a7] Capi a | | 
| Bro. Li Mitton L. FircnH, ( CC | A , 
yped ’em resident, Howard-Wesson = — = — j Represented Nationally by 
iterview. ompany. ——— ——— TENNESSEE 
id objecti Editor’s Note: Reprints of this I te OE aD) O08 eet THE KATZ AGENCY, INC. 
our Feb. rt, plus the explanatory ex- | RRL itt Wi 
»1 Clevelar nation of prewar and postwar = 
yut. He h ertising costs and values, are 
Dec. 16, 2 ilable at 5 cents each. ] 
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60 
Wyler Watch to Weir 


Wyler Watch Company, New 
York, has switched its advertising 


as ' 


DF 


bad 


\ 
; x 


Cc Lb” BAAR 
Juper-glo 
LOW 2 sauna 
S\tuminescent DECALS: | 
CARDY-LUNDMARK CO. 
H 1801 BYRON ST. — CHICAGO 


Ask for | 
Samples 


account 
|Storm Company to Walter Weir, 
|Inc., New York. Plans, still in the 


|paper and 


ih 


from the Charles M. 


stage, call for news- 
magazine advertising. 


formative 


Hamilton Elects Two 
G. S. Bond has been appointed 


a vice-president and general man-| 
Advertising | 


ager of Hamilton 
Agency, Chicago, and W. L. Gund- 


lach has been named a vice-presi- | 
Both have also been elected | 


dent. 
directors of the agency. 


Long Beach Pre 


Capitol Hitches 


Album Promotion 


to Disney Show 


Los ANGELES—When it _ ends, 
promotion for the “Tales of Uncle 
Remus” album made by Capitol 
Records, Inc., probably will be 
marked up as one of the most 
extensive devoted to any record 
;album. 
| With full cooperation from Walt 
|'Disney and RKO Distributing 
|Corporation, Capitol’s album offers 
a series of three children’s stories 
using the original cast of Disney’s 
“Song of the South.” 
tising program for the album 
broke last month and by mid- 
month is expected to be at full 
| tilt throughout the country. 

The promotion makes use of al- 
most every known medium. In- 
cluded are magazine and news- 
paper space, outdoor posters, win- 
dow displays, radio, motion pic- 
tures, and a Zip-A-Dee-Doo-Dah 
airplane gadget to be given to chil- 


The adver- | 


Advertising Age, February 17, 1: 


dren. At the same time, Capitol 
is making sure that its 
realize the potential sales by send- 
ing them special booklets outlining 
the entire program and telling 
how dealers can cash in on the 
promotion. 

Among media scheduled are 
The American Weekly, Parents’ 
Magazine, This Week 
and others. Supplementary copy 
is scheduled to break 
where the picture is being run at 
the time of issue. 

Dunn-Fenwick & Co., Los An- 
geles, is the agency. 


Seedorf Joins Orr 


Chauncey C. Seedorf, formerly 
treasurer of Lennen & Mitchell, 
has joined Robert W. Orr & As- 
sociates, New York, in the same 
capacity. 


Joins Rising Agency 

Kathy Grover, formerly with El- 
lis Advertising Company, Buffalo, 
/has been appointed production 
manager of the Ron Rising Adver- 
‘tising Agency, Buffalo. 


dealers | 


Magazine | 


in cities | 


Sayman to Krupnick 


Sayman Products Company, 
Louis, maker of Sayman 
salve and other drug and gro 
products, has placed its ad 
tising with Krupnick & Associ: 
St. Louis. Consumer and tr j. 
publications and newspapers 
be used. 


Ss 


‘Names Hixson-O’Donn: 


American Meter Company, New 
|York, manufacturer of devices {oy 
the measurement and contro! of 


gases and liquids, has appoi) 
Hixson-O’Donnell Advertis 
New York. 


‘McDade Joins Weil 


William McDade, formerly ): 
/duction manager of Padco, In 
has been appointed adverti: 
manager of Weil Clothing Co: 
‘pany, St. Louis. 


Ups Subscription Price 

Cedar Rapids Gazette has in- 
‘creased its subscription price 
| from 25 to 30 cents a week to 
subscribers in Cedar Rapids and 
Marion, Ia. 
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Retired with honor 


| WILLIAMS, LAWRENCE & CRESMER, Nvricnu! Reps 


nt 
mov mn 


ss-Telegram 


er 


a after 50,000 miles of 


‘Throwing Papers’’ 


This truck tire was photographed in the Mistletoe — 
Express garage a few weeks ago. It was taken from the 
truck of this Oklahoma Publishing Company-owned 
statewide delivery service that serves Lawton, population 

18,055, 100 miles from Oklahoma City, after completing 


250 round trips. To Oklahomans this represents more 


than a worn-out tife. It pictures split-second delivery 
| schedules of The Oklahoman and Times . . . in good 
weather and bad 365 days in the year. This 
drama has been going on in Oklahoma for 15 years, has 
| been a vital factor in transforming paid circulation of 
The Oklahoman and Times from 190,197 in 1931 to 
226,352 today* . . . skyrocketing The Sunday Oklahoman 


from 111,735 in 1931 to 204,312 in 1946*, each an all- 


time high! 


*November averages. 


THE DAILY OKLAHOMAN 


OKLAHOMA CITY TIMES 
Kepresented 4y the Katy Fyency, - Incomporated 


THE ORLANOMA PUBLISHING COMPANY: THE FARMER-STOCKMAN—WKY, OMLAHOMA CITY—HVOR, COLORADO SPRING 


Lz, BDEMVER AMD WEEK, PEORIA AFFILIATED [8 MANAGEMENT 
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, Sponsors Proetz Award the smallest model RCA has pro-| 
ick J | — the third consecutive a | duced, The company is reported 
mpany, the Women’s Advertising Club of already to have placed 10,000 of 
man so.) ; St. Louis will sponsor a national the sets in distributors’ hands. 
nd gro " ¥ award in memory of the late Erma ~ 
its adv. 9 | [a Proetz, Gardner Advertising Com-| Parents’ Boosts Chase 
Associ: “es pany executive, to be given in P ’ we hi 
and tro Je ‘recognition of the most outstand-|,, arents vy ee bea 
apers \ing creative advertising work in se = Larry = ert D. Chase ad- 
lart, copy, photography, radio, or ae ive we wernene ena. 
research done by a woman during Che ae oe a halt years Mr. 
Donnell the period from March 1, 1946,| ~ (5° oe oecl promotion man~- 
through February of this year. ager 0 e company and for six 
pany, New Cash prizes of $200 and $100 with | *©@"* previously he was circula- 
devices for |inscribed plaques, and three hon- tion manager of American Home. 
contro! of ‘orable mentions will be awarded The Institute publishes Parents 
appoin ‘ed 'at a dinner in St. Louis on May 12. Magazine and various juvenile and 
dvertis ng. baby care publications. 
. boven ae — $75 _ |Form Woods & Dunning 
il i | old-Plate ocket Radio Ruth Woods, formerly in the 
merly pro- : RCA has a new item for ag | “vamos relations department of the 
‘adco, fag ‘ . F : ‘luxury gift trade: a gold-plated, | borden Company, and Kathleen 
ado, nc. [| FACE THE FOCOn the Ging line faring the FOC ot ty Mew Yerk herng | posketsize, “personal” radio .re-|Dunning, director of the test, kit 
hing Com- counsel for the DuMont Laboratories; Dr. Allen B. DuMont, president of Welkina thees Rigg Baad pen ag casey Maoh Bigg dt og 
DuMont Laboratories; Dr. Thomas T. Goldsmith, director of research for oquipped with a built 4 l ‘years, have or ized dical 
DuMont; George P. Adair, chief FCC engineer; Harry M. Plotkin, FCC Pray “orange ye, Hho : ee eee Be. oe ee 
° ' ' : ‘ re tenna and comes with a felt-finish and home economics publicity and | Aviation Newspaper 
Price attorney, and Harold E. Traver, consulting attorney for CBS. RCA and Philco fannel draw-string pouch and a consulting service, Woods & D 
ther interested parties represented at the hearing. F P : : : = ide oted to ; f} ner 
te has in- were among © P P 9 gold-colored gift case. ning, at 545 Fifth Ave., New York. | @¥! private ying 
ion price , beg age of the set, which ee will continue as editor at Rite 1GD7~A Aine 
a week to 2 ‘the Providence Journal-Bulletin| RCA calls “The Solitaire,” are 6% of “Borden’s Review of Nutrition BLE : LUBBOCK, TEXAS 
fapids and Helene Curtis ‘from 1935 to 1942. by 456 by 4%4 inches, making it| Research.” 
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Starts Magazine _ 
Seriesin April 


Cuicaco—Helene Curtis Indus- 
tries, manufacturer of equipment 
and supplies for beauty shops, will 
launch an extensive advertising 
campaign in April with full-color 
bleed pages and spreads in 23 na- 
tional magazines. ,. 

The campaign, to continue | 
through November, will feature | 
Helene Curtis cold waves and will | 
build additional prestige for the 
beauty shop operator with a pre- 
viously employed theme, “There | 
is no substitute for the profes- 
sional beautician.” 

The magazine promotion, said | 
James M. Berenson, director of | 
advertising, will be the biggest in 
the beauty field this year. Helene | 
Curtis, started in 1928 with a 
modest sales volume of $28,000, 
has grown into the dominant 
manufacturer in that field, with 
sales last year exceeding $14,600,- 
000. The company, which employs | 
2,000, recently moved its  pro- 
duction facilities here into a mod- | 
ern plant purchased from WAA. 
Olian Advertising Company, 
Chicago, will handle the magazine 
series, while the company’s own 
advertising department will con- 
duct a campaign in trade publica- 
tions, including American Hair- | 
dresser, Beauty Culture and Mod-| 
ern Beauty Shop. The firm’s own | 
“Beauty Shop Digest” also will be | 
sent monthly to about 100,000 | 
beauty shops, and Theodore R. Sills | 
& Co., Chicago and New York, will 
conduct a public relations pro-| 
gram encompassing all activities | 
of the company’s departments. 

To introduce the magazine cam- | 
paign to beauticians, Helene Cur- 
us will send out a 16-page full- 
color brochure and will follow up 
with color reprints of each ad and 
complete window displays featur- 
ins the series. 


Paramount-Hollywood to— 


lere Bayard & Associates 


‘aramount - Hollywood, de- 
1er - manufacturer of women’s 
bortswear, has named Jere Bay- 
ar’ & Associates, Los Angeles, to 
nheugurate an advertising cam- 
‘2n for “The California Glam- 
Slack Suit of the Month.” 
dvertising will appear ex- 
ively in Glamour, featuring a 
‘rent pair of slacks each month. 
program begins in April. 


V rnet Promoted 


he Mutual Life Insurance Com- 
, of New York has promoted 
sell V. Vernet from advertis- 
assistant to director of adver- 
g for the company. Mr. Ver- 
has held his former post since 
ber, 1944, when he joined 
ual Life after his release 
1 the AAF. He was a member 
the advertising department of 


How to get caught by a fish 


A zero wind whips across the 
frozen lake, buffeting against the 
heavy parkas and mackinaws of the 
people crouched on the ice. Snow 
stings against the faces of fishermen 
as they peer intently down little 
holes chopped in the ice to watch 
tiny colored bobbers dancing and 
twisting in the black water. 


Then suddenly the strikes start 
coming! Crappies ... Northerns.. . 
Wall-eyes. You grab a line . . . and 
you grin .. . and you fill your lungs 
with the clean, bracing air of an ice- 
bound lake... and you wonder why 
anybody would want to live any- 
w’ere but in Minnesota. Yes, sud- 
denly you’ve been caught and 
taught the irresistible appeal of this 
Minnesota way of life. 

It fosters contentment in a forest- 
lake-and-prairie land where the un- 
spoiled wilderness thrives side by 


side with the industrial and cultural 
growth of fine, modern cities and 
towns. It attracts a race of people 
high in literacy and intelligence, in 
skill and stability. This is your kind 
of country . . . your kind of living. . . 
and your kind of people. 


Especially so, if you are a manu- 
facturer. Then it will pay you to 
learn even more about Minnesota 
and these unusual men and women 
whose craftsmanship and produc- 
tivity reflect the satisfying life they 
lead. They make a wide variety of 
nationally known products — ranging 
from heavy duty power mowers like 
those manufactured by Toro Mfg. 
Corp., to the delicate precision hear- 
ing aids of Telex, Inc. and Maico 
Co., Inc. A widely recognized engi- 
neering firm says, “The great asset 
of Minnesota is the unique skill 
and intelligence of its people.” 


Come to the Twin Cities and see 
a million of these able Minnesotans 
at work and play. You'll find another 
hundred thousand in Duluth, Amer- 
ica’s busiest inland port. In the 
beautiful small cities of Minnesota, 
new industries are discovering that 
this matchless way of life provides 
better workers, better products, 
better profits. 

Write us, and we'll tell you more 
about it. But honestly wouldn't 
you rather be on the northend of that 
fishing line up there? Now’s the time! 
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MORE THAN 


500,000 Sunday 
400.000 Daily 


in the 
Paul Bunyan Market 


Minneapolis Star - - - Minneapolis Tribune 


EVENING 


JOHN COWLES «© President 


MORNING & SUNDAY 
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Kaiser-Frazer 
Turns to Selling 
Copy in Ad Drive 


WILLow Run, Micu. — Kaiser- 
Frazer Corporation advertising is 
changing from semi-institutional 
to product-selling copy in maga- 
zines, newspapers and in newly- 
added outdoor posters, W. A. Mac- 
Donald, vice-president in charge 


in 
Readership 


NUMERICALLY 
BECAUSE OF 
ACCEPTED 
EDITORIAL 
CONTENTS 


Building 
SUPPLY NEWS 


, of sales, has announced. 
| The campaign includes full- 
|color pages in Collier’s and The 
| Saturday Evening Post and dealer 
|ads in 260 newspapers. 
| stress that deliveries are now be- 
ing made and describe the Kaiser 
and Frazer automobiles’ roomi- 
ness, “roadability,” etc. 

Mr. MacDonald pointed out that 
the company, now making 350 


autos daily, has a backlog for'| 


1,000,000 units. He said that plans 
for an intensive selling drive are 
being made. 

Swaney, Drake & Bement, Chi- 
cago and Detroit, handles the ac- 
count. 


Promotes Quonset Bank 


The First National Bank of 
Portland, Ore., will continue 
lthrough this month daily news- 
|}paper advertising of its new up- 
town branch, housed in a Quonset 
jhut. Regular ‘fire sale” ads, in 


|solid black reverse plates, an-| 


jnounced the “exciting” new 
branch, which was completed 65 
days after authorization was 
|granted. Radio and direct mail 


They | 


also were used, through Pacific 
National Advertising. Agency. 


Buys Typesetting Service | 


nati advertising typographer, has 
acquired the Brinkman Typeset- 
ting Service, whose facilities will 


J. W. Ford Company, Cincin- | 


be moved to Ford’s plant at 108) 
W. Central Pkwy. George Rotten- | 


'berger, owner and manager of 
the Brinkman Typesetting Serv- 
ice, will join the service staff of 
the Ford organization. 


IBM Promotes Two 


David C. Moore, manager of the 
| International Time Recording di- 
‘vision of International Business 
| Machines Corporation, in the New 
York sales office, has been pro- 


‘moted to sales manager of the 
Robert R. Chase, who 


division. 
held a similar position in the Buf- 


falo office, has been named to 


succeed Mr. Moore. 


| 
| 


| 


| 


| 
| 
| 


Bacon & Lawrence Moves 


Bacon & Lawrence Advertising | 
has moved its offices from 90 Sec- 
ond St. to 128 Post St., San Fran-| 


| cisco. 


The ninth in a series of frank talks about the aluminum industry and Alcoa. 


Nature Made Aluminum Light— 


Research Made 


Any way you look at it, the story of 
aluminum in America begins in the humble 
woodshed where Charles Martin Hall ma- 
terialized a dream in 1886. But obviously 
that’s not the whole story. Hall himself 
knew that. 

All by itself, aluminum has many won- 
derful properties. It’s light in weight 
one-third to one-fourth that of most other 
familiar metals. It conducts heat “‘like 
sixty’’, resists corrosion, is friendly to 
food, and easy to work with. But alumi- 
num standing alone has definite limitations, 
too. For one thing, commercially pure 
aluminum isn’t strong enough for use in 
many places where otherwise it would fill 
the bill admirably. 

Baek around 1890, people found that 
aluminum cooking utensils were the world’s 
best, and the cooking utensil industry 
began using just about all the aluminum 
being made. What was left over went 
mostly into the manufacture of novelties 

collar buttons, thimbles, combs, match- 
boxes and other little stuff. 

But Aleoa, being the offspring of re- 
search, believed from the beginning that 
bigger things were to be expected of 
aluminum, and that Science would show 
the way. So Alcoa has always relied on 
research as the foundation stone of its 
future. And Science has shown the way. 
It has made aluminum one of the most 
useful metals on earth. 

How? Well, one of the biggest contribu- 


it VERSATILE 


tions of Alcoa research has been the de- 
velopment of aHoys. The usefulness—the 
versatility —of aluminum today lies largely 
at the doorstep of aluminum alloys. The 
alloys are made by adding small amounts 
of certain other metals to commercially 
pure aluminum in the melting pot. This 
has to be done carefully, and rigid scientific 
controls must be exercised . . . but when 
aluminum is properly alloyed, or alloyed 
and heat treated, it acquires greatly in- 
creased strength. 

Science, through research, has developed 
Alcoa Aluminum Alloys for almost every 
purpose under the sun. Some of these 
alloys are as strong, or stronger, than 
structural steel—at only one-third the 
weight. Certain alloys have been devel- 
oped to obtain excellent casting charac- 
teristics. Others have been devised to 
make the best sheet, or forgings, or ex- 
trusions, or structural shapes; or to pro- 
vide the best characteristics for easy ma- 
chining or metalworking. Many alloys 
can be heat treated to obtain even greater 
strength than the alloys alone would have. 
Applied research has done it all. 

And Science, through research, never 
stops its work. Alcoa scientists are on 
the job today—and will be on the job 
tomorrow—to discover how aluminum 
can be made even more useful to every- 
body. Research is, and always will be, 
Aleoa’s underpinning in planning for the 
future. 


ALCOA 


ALUMINUM COMPANY OF AMERICA 
1882 GULF BUILDING - PITTSBURGH 19, PENNA. 
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Harold D. Hastings, sec’y-mgr. of the Adcraft -Club of Detr, 
has been elected a trustee of the Detroit Historical Society fo, 
three-year term. . . Leo Fitzpatrick, who’s now pres. of WGR, B 
falo, but maintains an office in Detroit, has been reelected to ; 
board of the Detroit Athletic Club, and Nicholas Dreystadt, g- | 
mgr. of the Chevrolet division of GM, is among the new dir. .- 
tors. .. 

Maybe business acquaintances of S. E. “Tony” Voran, ad n 
of Parker Appliance Co., Cleveland, aren’t aware that he was a | 
man in his student days at the U. of Kansas. He was awarded | 
Sigma Delta Chi key for scholarship in journalism, and acqui; 
three others by election to Phi Beta Kappa, Pi Sigma Alpha (p: 
tical science) and Delta Sigma Rho (forensics). . . 


1B ed: 


ADMEN-PROFESSORS—Minneapolis admen who became teachers at the Uni- 
versity of Minnesota during the sabbatical leave of Prof? Thomas Barnhart are, 
left to right: Roy Haldorson, Bureau of Engraving; Al Clague, art director, 
BBDO; Olaf Jorgenson, Jorgenson Printing Products; John W. Forney, creative 
director, Campbell-Mithun; Ray Kruskopf, art director, BBDO, and seated, 
Larry Greenwood, secretary and treasurer of Knox Reeves, Advertising. The 
Northwest Council of Advertising Agencies arranged details of the project 
with the university officials. 


Red Cross drives, getting under way across the country, are . 
being given a boost, as usual, by local ad contingents. Clifford L. 
Fitzgerald, v.p. of Dancer-Fitzgerald-Sample, is vice-chairman in I 
charge of promotion of the Chicago campaign; Harlow Roberts, § Ric 


v.p. of Goodkind, Joice & Morgan, is vice-chairman of the promo- 
tion committee, and Nate Pumpian, merchandising dir. of Henri, & 44 
Hurst & McDonald, is chairman of the advertisers and publishers I 
group. .. In Arizona, Albert D. Johnson, mgr. of Station KOY, 
Phoenix, is chairman of the Maricopa County drive, and the Hol- : 
lywood, Cal., radio industry’s campaign is headed by Sidney B. } 
Gaynor, gen’l sales mgr. of the Don Lee net. . . And in St. Louis, § ch 
Vernon L. Morelock, v.p. of the Anfenger ad agency, is chairman 
of the local publicity committee, and radio chairman is Ray Wil- 


liams, radio dir. of the Prater agency... 
A scroll commending Power Plant Engineering’s editor, Ralph E. § St- 
Turner, for distinguished service to the American Society of Me- 
chanical Engineers, was presented to him at a dinner Jan. 23 by 
Alex Bailey, v.p. of Commonwealth Edison Co. Mr. Turner was 
chairman of the Chicago section of the ASME in 1938-39. . . 


+ 


HOST TO AGENCY NETWORK—Stanley J. Ehlinger, president of the he: 
agency in Tulsa, cuts a cake during a party that was part of the recent tw>- 
day regional conference of the National Advertising Agency Network. Left 
right are Charles Carter, Carter Advertising Agency, Kansas City; Mrs. R. |’. 
McCormack, wife of Ehlinger's chief photog; Herb Roush, Carter agency; Ke°- 
neth J. Bayer, Oakleigh R. French & Associates, St, Louis; Otto Ambroz, Amt 
Advertising Agency, Cedar Rapids; Peggy Morris and Mr. Ehlinger of the het 
agency; Bill Rowe, Carter agency, and Jack Sasser, assistant photographer 
the Ehlinger agency. 


°o 


Lee Smith, promotion mgr. of the Pasadena Star-News, recei\ 
the Los Angeles Adclub’s trophy for the best newspaper promoti 
among California dailies at the recent convention of the Califor 
Newspaper Publishers Ass’n. . . Sam Bloom, ad director of 1 
Dallas Times-Herald, has been chosen by the Dallas Jewish W‘ 
fare Federation as campaign chairman for the 1947 United Jew 
Appeal drive... 

Back in 1897 Louis Calder got a job as office boy with a Ne 
York paper company named Perkins-Goodwin. Fifty years lat 
President Calder, of Perkins-Goodwin, celebrated with a gatheri! 
of friends and associates at his hunting lodge in Florida. Hig! 
light of the occasion was the presentation of a leather-bound bo: 
containing 30 letters paying tribute to Mr. Calder’s service. . . 
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|Podany Names Nemzek | Sealy Appoints Golnick 


| Francis E. Nemzek, formerly ad-| Sealy Mattress Company, New 
vertising manager of the Minne- | York, division of Long Island Mat- 
sota Linseed Oil Paint Company/tress Company, has appointed 
‘and the Chi-Namel Paint & Var-|Leon S. Golnick & Associates, 
nish Company, has joined Martin | Baltimore and New York, to direct 
Podany & Associates, Minneapolis, | its advertising. 
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‘ederal Reserve Figures on Department Store Sales 


VASHINGTON — The gain in de-! Kansas City Dist... 17 r16 —1 . : ! 
pa tame store porte week} Denver ......... pe " th — yor ales! — by 
at | Wigtifa ...6.... 12 ; = e creative depar nt, sales a . 
ening Feb. 1 was only 10%, low-| kansas City .... 6 8 —8 advertising for both the Pennskill Marks Joins Presser 
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succeeding Britton Grantham, who 
resigned to become advertising co- 
ordinator of Morris Speizman Ma- 
chinery Company, Charlotte. 


Sliter Advanced 


Charles S. Sliter, advertising 
manager and director of sales in 
New York, West Virginia and 
western Pennsylvania, has been 
named sales promotion manager of 
the Kellogg division of American 
Brake Shoe Company, Rochester, 
a 


est in many months, according to; St. Joseph ...... ** —2 —14 | Stationery and Podany Products| Eddie Marks, recently released 
the Federal Reserve Board’s latest} Oklahoma City .. 16 ® —2 | divisions. from the armed forces, has been 
re} ort FB ag Sneek eta - . on | icecelictetnmiat appointed art director of E. J. 
, 7 alias stric sees . ¥ . . 7-2 ~ 
The highest gain among reserve’ Dallas .......... 15 0 7 Congress Requests Film Presser & Co., Charlotte, N. C., 
districts for the week was 24% in| t Aad ee ee sy 1 ar Omaha Station WOW’s 30-min- 
GUBTEON 2.2. 2 23 


the Philadelphia (third) district.) POUS{O i070: 


: }ute sound color movie “Operation 
This gain over the same week last | san Francisco Dist. 18 


ri4. | Big Muddy” has been requested 


tbo 
" 
—= 
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The Kansas City (10th) district | 
had a 1% year-to-year loss. The|— 
Chicago (seventh) district’s sales | 
were even with those of the final | 
week in January last year. | 
Although most cities in the sev- 
enth district had small gains, Mil- | 
waukee showed a 46% decrease, 


tire Missouri River project and 
is based on aé series of radio 
| broadcasts made by Ray Clark. 


PM To Small & Seiffer 
Publisher Moves Small & Seiffer, New York, has 


Periodical House, publisher of been appointed by Glemby Com- 
Secrets and the Ace Fiction Group, pany to handle all advertising for 
the result of a two-day business has moved from 67 W. 44th St., | its hair net and hair accessory 
standstill during a blizzard. New York, to 23 W. 47th St. | lines. 


% Gain Over Same T 


r—Revised. 
**Data not available. 
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*540 N. MICHIGAN AVE. 185 N. WABASH AVE. 


year was about equal to the aver-| Los Angeles Area 20 f 18 for a command performance in ay he age “Zar 
. . allele ** * * | ; z, 
age for the entire U. S. since last) Q#@Kland ........ . ' | Washington before members of bd 
: : , San Francisco .. 12 0 8 |the House and the Senate some 
sunmer. Highest gain among sae 16 5 tae F =“ 
‘ities was 28% in Syracuse att Lak City .. 29 1 is |time late in February. The film ; 
” . y ~ va rl lel ; * | gives a bird’s-eye view of the en- we 
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Week Last Year 
Week Ending 


Federal Reserve Jan. Jan. Feb. 
district and city Is 28 1 
UNITED STATES.. 17 17 10 
Boston District ... 13 19 17 
New Haven ..... 5 12 7 
eee 20 22 21 
Springfield ...... 3 16 17 
Providence ...... 3 15 8 
New York District. .1° 17 13 
NOGWOTE ccsscsen 13 12 9 
PE. wkée seen At r12 7 
NOW ZOTE wis ses 20 18 13 
Rochester ..... 22 rll 1] 
oe | | 31 24 28 
Philadelphia Dist. . 10 22 24 
Philadelphia ..... 9% 12 12 
Cleveland District... 17 17 12 
Po a eee r3 2 
Cincinnati ...... 11 16 0 
Cleveland .....-.. 20 rij 17 
CORUIRDUS cse0ss> 9 17 12 
fe es 17 16 6 
PICtSOUren «..4.; 21 27 19 
Richmond District.. 3 io . 5 
Washington .....—3 1 2 
BOIRIMOTG ccccass 4 17 11 
Atlanta District.... % 7 9 
Birmingham .... 6 11 ain 
i toe eee 11 13 13 
ATIGMER hccivewecs 2 r2 $ 
New Orleans . an 11 22 
NEBRYVAING. 2645. 15 7 1 
Chicago District .. 20 r17 0 
CHIGHEO 02% v6.05 21 14 5 
Indianapolis .... 15 23 5 
to DS See 23 19 3 
Milwaukee ..... 15 17 46 
St. Louis District... 24 25 13 
Little Rock .... 23 23 ‘¢ 
Louisville ...... 18 20 add 
Re eee 25 27 se 
Po) 22 15 * 
Minneapolis Dist. .. : 
Minneapolis 
ee |) eee (Not available) 
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[WENTY DOLLARS? 


MISSES have been had for less, but 
1 shoot an advertising picture and 
upon a girl with class you may 
to pay that much .. . We did, 
lis one, and it was a good buy 
se it brings to hundreds of busy 
CATCHER subscribers a sub- 
hat will give their advertising a 
n the arm. Why not learn about 
ast growing baby of the advertis- 
vorld which brings 100 peppy 
subjects every month for only 
Mats, prints and special bank 
ce available. Proofs and sub- 
ion details FREE on request. 
bligations, just write on your 
head. 
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: |pointed Albert Frank - Guenther . , 
McKee Joins Reach |Law, New York, to handle a spe-| News a er lina e ' = 
Howard V. McKee, recently re-| cial institutional advertising cam- | GAIN AND LOSS PERCENTAGES - 52 CITIES 


leased from the Army and previ- | paign in national media which will | 


ei, ously with Lawrence Fertig & Co.,|/urge a “better understanding” of | 0 . | MONTH 
ee New York, has joined Chas. oe economic laws governing the free| 0 in ’ |_DECEWBER 1946 - 1945 | LOSS a SS 
eis Reach Company, New York and enterprise system. Bo ' RE SA ee 9 
3 Newark, as assistant research di- ETRE ETS p ’ — : es | 
4q rector. Appoints Two V.P.s | Tren ds Shows | AUTOMOTIVE “12.5 | as Gace | 
3 E . Roland Maus, sales manager of | senate ied | | 
Plugs Free nterprise the Valdura division, and E. Em-| _ pa heieageias levee: 
Homestead Valve Mfg. Com-/erson Brott, vice-president and|_ Cuicaco—Newspaper advertis- | io genase 30.7) | | 
pany, Coraopolis, Pa., has ap- | general manager of the Schorn| ing linage increased about 24% | pec welagreie oe | 
Paint Mfg. Company, —— oot in 1946 over 1945, according to) | ——"—"-1= 
,a division of American- arietta| Media Records’ “Newspaper Ad- accummame - 7 are 
| Company, ee my ge aP- | vertising Trends” report covering aaa Tees i ee 50 
; pon ae nett” | dailies in 52 cities. The total| | iu... 2al | | | 
| The management man's \, e : linage increased from 1,391,629,- | GENERAL ho | | peer | | 
ss : — . . | AUTOMOTIVE . } 
— preferred source of daily [5 Summers Uses Dailies ke yo ee en lhe. tel | a 
“ business news in the nation’s Emerson Summers yg ee The papers’ linage last year was | has oe +00 | | | 
- greatest industrial area Toronto, has placed copy for Tidy-| tne greatest since 1929, when TOTAL ADVERTISING. | 24.3 || 
7 Locks hairnets in Canadian daily | saat : | 
os — the Central West. newspapers for the first time, "¢@rly 1.9 billion lines were Car-= | SSS 
2 McKim Advertising Ltd., Toronto, Tied. The “Trend” report goes | 
Bo is the agency. _back only to 1928. It shows that pecEemBER NEWSPAPER LINAGE—Media Records’ measurement of Decem. 
a A en wo the newspapers linage dropped to| be, newspaper linage in 52 cities, charted here, shows the retail classification 
, 4 Chica 0 Sournal _Names Gray & Rogers about a billion lines in 1933. | leading others with a gain of 31% compared with December, 1945. Only two 
Q ™ | Southern States Iron Roofing In general (national) linage classifications, automotive and financial, showed losses. For the year Jan. | 
; vipa ‘Company, Savannah, Ga., has ap-| newspapers last year carried 266,-| Dec. 31, 1946, all classifications made substantial gains over the previous yea: 
of Commerce pointed Gray & Rogers, Philadel- 285,155 lines, up 8% from 1948 with total advertising 24.3% ahead of the 12 months of 1945. 
phia, to handle its account. when they carried 246,051,515 
Ze | ~ \ lines. In 1930 they carried about | 
Ps 300,000,000 lines and in 1929 338,-_ ; 
am | 874,538 lines. Thus the 1946 gen- 
: | 


Advertise in These q Pa ears eral advertising linage was more 
|than one-fifth below the high of 
| p 1929. Why send us 
“ ” + Two Records Set 
¥ | The papers’ retail linage in 1946 | your Kodachromes ? 
— totaled 971,283,756 lines, about 
= | 26% more than in 1945 but still| 
slightly below the 988,247,666 | 


: . carried in 1929. Total automotive | Because big-time users of color . . . Sunkist, TWA, Brown & 
' f] ranspor a ion al p S linage in 1946 was 42,106,120, 22% | Bigelow, Consolidated Steel, North American Aviation, to name a 


saa above the 1945 figure but lower | few ... have found that nowhere else can they obtain Kodachrome 
Oa than for any year from 1941 back | prints fine enough every time to serve as artcopy for quality 
| to 1928. The ’46 linage was ne platemaking. 
a9 o apa 1 less than the 150,473,433 lines o ? . 
7 T R A F FI : ‘automotive advertising in 1929, Art directors are amazed that such fine color artcopy can be fabri- 
g Traffic World gives you a concentrated | and nearly a third less than the cated from Kodachrome transparencies. 
a | peste ial oe . ip ih Neeaguiie 62,000,000 lines carried in 4940. For finest printing plates give your platemaker a Chromart Print, 
eK America who have o ao V sp a- s 
oe. tion and shipping of freight. Its editorial Department store linage estab- | 1 ° h 4 
a , not a film transparency. And prints have so many other advantages: 
a | function as the only weekly newsmagazine lished a 19-year record at 380,- | Ch he de ically displ ed li - th h 
a Providing A COMPLETE devoted to aie Ponce a ‘eg og 247,319 lines, 24% higher than in romarts can De = y display to your client; they — Ow 
4 TRANSPORTATION. SERVICE [ cone pai Se ala: Geen Wield ties 1945 and 11% over the 1929 peak. how the final press run will look; they can be retouched as desired, 
om i ri ge Uy ol a high pass-on readership. Actual field Classified advertising also reached lettered across, pasted into final artwork and one set of plates made 
! checks show that -eonpiaagiir d one a new high with 423,662,129 lines, of the whole page. 
transportation executives see and read it 100 000 000 more than in 1945 and 
each week. Traffic World is a member of ’ ’ . P ‘ 
the Audit caren of Circulation and the 18% over the 19-year record set | Chromarts range from $48 to $115, depending on size. Write. 
| a 7 Associated Business Papers. Specific mar- in 1928. 
el Tad ket studies are avhilable upon request. Total display linage was 1,306,- 
a | EST SO ee ee 051,096 lines, 22% greater than Frank Miller Laboratories 
a |the previous year but well below FORMERLY PHOTOCHRONE 
a | ‘the 1,551,000,000 display lines of 
my | (1929. Financial linage, at 26,- 846 N. Fairfax, Hollywood 46 


Transportation Supply News is the only 
product information paper published 
monthly for all management, operating, 
and maintenance men in railroads, air- 
lines, motor truck and bus lines, steam- 
ship and barge lines, street railways, and 
| manufacturing companies privately owning 
transportation and handling equipment. 
Founded September, 1945, it mow has a 
monthly distribution of over 45,000 and 
42 this distribution is to be increased in due 
=" time to 75,000. 


376,065 lines, was one-fifth greater 
than in ’45 but far below the 74,-_ 
000,000 lines in this classification | 
in 1929. 


Two Name Brisacher 


| The Los’ Angeles office of 
Brisacher, Van Norden & Staff has 
|been named to direct the adver- 
tising of Homis Watch Company, | 
Los Angeles and Switzerland, and | 
|of the Country Store of Beverly 
| Hills, candy manufacturer. Homis 
Watch will use magazines and 
business papers. 


Transportation Supply News presents 
the news on equipment, supplies, mate- 
rials, and literature in the common de- 
nominator of interest of all types of trans- 
j portation men. Well illustrated. Easy-to- 
read newspaper format. Equal visibility 
for all advertisers. Tops in inquiry pull- 
| ing power. 


To Fashion Advertising 
Michele Kramer, formerly with 


Established in 1914, World Ports is the Advertising Ideas. Inc.. has been | 
’ “> 


only publication horizontally covering 


i America’s waterfront industries which in- named head of the fashion copy 
cludes: private and public port officials, department of Fashion Advertising 
stevedoring companies, steamship lines, Company, New York. William 
marine terminals, exporters-importers and Tarter, formerly in the retail di- 
so on. It is published monthly in standard vision of Grey Advertisin g 


magazine size. Each issue covers the 


Agency, has been appointed to 
month’s news and developments plus fea- handl tail d di t il 
tures on problems and matters of interest an ; e retall an irect mall pro- 
to the field. Its four extra editorial em- duction. 


phasis issues each year are:—February 


Buyers’ Directory; May—Cargo Handling || Appoints Brown, Mason 


umber; August — Marine Terminal and 


Conventions at the 


Port Construction issue; November—Con Holmes Brown, director of ad- MORAINE HOTEL afford the FA by 
vention Annual. These four issues have vertising and sales promotion, has happy combination of con- ST 
xtra distribution including coverage of been named director. of public centrated effort and luxuri- 

rt executives in several foreign coun relations of the American Loco- ous rest. 


motive Company, New York, suc- 
ceeding Lynn Mahan, who has re- 
signed to form his own public 
relations organization. George 


The Traffic Service Corporation | Mester ames ase 


Of graceful Georgian ar- 
chitecture and early American appointments, in 
an inspiring setting of ravine woodland on the 
shore of Lake Michigan, the MORAINE just nat- 
urally makes business a pleasure. 


Our facilities conveniently accommodate 


: — SN i. 200 persons .. . Memberships are 
418 South Market Street ° Chicago 7, Illinois . pote: 2 Hing he ular Beach Club : 
Joins Crosley Motors Additional information will Gaile be cabudied 


The Traffic Service Corporation was founded in 1907 Crosley Motors, Inc., Cincinnati, upon request to the manager. 
- has formed an advertising depart- HOTEL 


\ fic Service ¢ ration publishes: Traffic World (weekly); Traffi ment, which will be headed by 

vi ; hs a +08 rT) Treat cid: and tld Ports (monthlv) A fill . s oT, ad s > 

he | we atasaian duane, Maas aa tak Chas of Adel Yee John Walsh, formerly advertising CUMMN Ee ng Byron 
: sith iti , and sales promotion manager of ee een, Geena 


Clopay Corporation, Cincinnati. 
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Mutual's 400th 


Station to Signal — 
No. 3 Billing Bid 


(Continued from Page 1) 


increased power applications 
pending, several to go to 50,000 
watts. 

WLOS, new 5,000-watt station 
in Asheville, N. C., will replace 
the network’s present affiliate, 
950-watt WISE. A new 5,000- 
watt Nashville station, call let- 
ters not assigned, will become 
Mutual’s full-time affiliate, re- 
placing WSIX, now a dual affil- 
iate (with ABC). 

“Our total daytime coverage, 
figured on ‘Radio Families 
u. S. A.’ (the Broadcast Meas- 
urement Bureau report), is over 
28,750,000 and the cost per 1,000 
homes is not only the lowest of 
any network, but more important, 
this cost has increased only 
9/10ths of one cent in the past 
two years,” said Mr. Kobak. 

On the basis of an evening half- 
hour, full network, maximum dis- 
counts on a 52-week contract, the 
cost per 1,000 radio homes in 
January, 1945, was 31.9 cents, 
the Mutual president explained. 
In January, 1947, the figure was 
32.8 cents. 

Mutual’s daytime coverage 
(with 389 stations) reaches “over 
84%" of the nation’s radio homes, | 
Mr. Kobak claimed. 


Coverage Now 87.1% 


Other MBS executives disclosed 
that a recently completed engi- 
neering study, as yet unpublished, 
placed Mutual’s daytime coverage 
as of Jan. 1, on a basis of 375 
stations operating, at 29,720,000 
radio homes, or 87.1% of the na- 
tion’s total of 33,998,000. A night 
coverage study has not been com- 
pleted. 

(The other networks also have 
computed their day and night 
coverage, based on the number 
of BMB-counted radio families in 
the primary areas reached by 
their respective affiliates, but the 
networks prefer not to hold the 
figures up for comparison. The 
figures do not represent actual 
audiences, they argue, so com-_ 
parison would be relatively mean- 
ingless. BMB’s network report 
showing actual audiences by BMB 
standards will be out in about, 
two months and this will tell the | 
real coverage story, it is felt.) | 

Mutual’s spreading network 
during recent weeks added 11 
Stations, bringing the total to 
within seven of the 400-mark. 
Newcomers included two 1,000- 
watters, KCBD in Lubbock, Tex., 
and KRIO in McAllen, Tex., and 
: 500-watter, WILS in Lansing, 
Mich, 


Other Stations Coming 


Station WRBC, Jackson, Miss., 
will join Mutual May 1. The 5,000- 
Waiter, owned by Rebel Broad- 
‘casting Company, is currently | 

er construction. It drops to) 
1,000-watt power at night. It re-| 
laces WJXN, Jackson 250-watter. | 

An up-to-the-minute  break- 
Gown of MBS affiliates’ wattages: 
Three 50,000 (including a power | 

ease granted WIBC, Indian- | 
apolis); one 50,000 daytime-25,000 | 
light outlet; 46 5,000; 46 1,000; 
‘wo 500, and 277 250-watters. Also 
an MBS outlet is WBCA, Sche- 
nectady, N. Y., the only full-time 


Mutual officials feel this lineup 


gs the network pretty close 
s goal—to put MBS programs, | 
ugh mass of stations if not | 
ht of power, within reach of | 
ery U. S. family. Perhaps 425, 
‘ more than 450 affiliates, will 


do it, they believe. 

“We've built the theater. The 
next big job is to put the shows 
into it,” says Charles Godwin, 
MBS director of station relations. 
In the past two years, he re- 
ported, network rates have been 
reduced on 75 MBS affiliates a 
total of $1,614. This buildup of 
Mutual coverage at economic rates 
is just what has been planned for 
the past two years, he said. 


To Increase Shoe Drive 


Stone-Tarlow, Inc., 
Mass., will use 33 consumer maga- 
zines this year, triple the number 
used last year, to promote Elevator 
shoes. Newspapers, radio, business 
papers and dealer helps also will 
be used. 


Heads Wanamaker Store 


John E. Raasch, with John 
Wanamaker, Philadelphia and 
New York department store, since 
1935 and executive vice-president 
since 1937, has been elected presi- 
dent, succeeding Charles R. Ship- 
ley, resigned. 


Changes On-Sale Date 


‘approximately the first of the 
/month carried on the cover. Ad- 


Brockton _vertising and editorial schedules 


Michel Joins Stern 


Ernest G. Michel, formerly with 
Frank Oxarart Company 


Beginning in May, the on-sale 
date of American Magazine will 
be on a current month basis, in- 
stead of 25 days in advance of the 
cover date as at present. Thus the 
first issue under the new plan, 
which otherwise would have been 
the June, 1947, issue, will be des- 


& Associates, publishers’ 


office. 


65 


Appoints Russell 


John L. R. Russell, formerly 


and | engaged in sales and promotion 
Jeanette Cain Advertising, both in’ work for Bomac Electrotype Com- 
Los Angeles, has joined Fred Stern pany, 


Toronto, has been ap- 


repre- | pointed production manager of 
sentative, to head its Los Angeles _E. W. Reynolds & Co., Toronto 
| agency. 


ignated the ‘“‘Vacation” issue, and 
will go on sale May 2. The next 
issue will be dated June, with 
June 3 as the on-sale date. There- 
after, the on-sale date will be 


THE BEST WAY TO 


will not be affected. 


Plugs Caribbean Cruises 


Alcoa Steamship Company, New 
York, through Fuller & Smith & 
Ross, New York, has launched a 
magazine campaign for its Carib- 
bean cruises in Holiday and Time, 
using full pages in four colors. 
A newspaper campaign to run in 
33 leading papers from coast to 
coast is being prepared. Trade 
publications, travel folders, win- 
dow displays and counter cards 
will also be used. 


baseball. Write for our latest 


OWING 


THE BOWLER’S MAGAZINE 


16,000,000 BOWLERS - 
Tell Your Story in Bowling 


Over 35,000 circulation, including 24,000 league and 
2515 city association officials. The only magazine with 
100% coverage of 5394 certified Bowling establishments. 
Bowling market, wide open after four war years, produces 
$291,000,000 annually — three times as much as pro 
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rate card today. 


Official Publication of aig 


AMERICAN BOWLING CONGRESS 


2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


Reilly Plastictypes mean finer 


: os 


FEMALE MOLD Every plastic ad-plate made 
from this mold is identical. Raleigh is assured of greater 
uniformity, cleaner reproduction, by using Reilly PLASTIC- 
TYPES. Hundreds of national advertisers are already using 
this finer, lighter ad-plate. And Reilly PLASTICTYPES were 
enthusiastically endorsed at the recent ANPA Mechanical 
Conference. Thousands of newspaper tearsheets prove the 
superior reproduction of PLASTICTYPES, despite variance 
in mechanical production among newspapers. Watch 
Raleigh’s campaign in your newspaper. 


pi 


reproduction for Rale 


rie Ibebaold [revi 


Reilly Plastictypes 


REILLY ELECTROTYPE 


305 EAST 45th STREET, NEW YORK 17, N. Y. Murray Hill 6-6350 


CHICAGO - DETROIT - INDIANAPOLIS - SAN FRANCISCO + LOS ANGELES 
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MALE PLATE ‘Tic Reilly PLASTICTYPE not only 


assures Raleigh cleaner, more uniform reproduction, but is 
so light that it cuts shipping costs an average of 60% —mak- 
ing airmail and first class shipments practical. This faster 
distribution, plus the faster production of the PLASTICTYPE 
itself, saves you crucial time in a production crisis. Now you 
might be inclined to discount our enthusiasm a little, due to 
our natural pride in developing the PLASTICTYPE. But you 
can’t discount a tearsheet. Let us send you tearsheets of 
dozens of big campaigns now using PLASTICTYPES. 
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Thompson Company 
Finds Its Workers 
Are ‘Capitalists’ 


Makes Close-up Study 
—and Then Shows 
3,700 the ‘Evidence’ 


| New YorK—There is “more 
capitalism in labor than among 
stockholders,” Frederick C. Craw- 
| ford, president of Thompson Prod- 
“ ucts, Inc., Cleveland, told the 
closing session of the fourth Na- 
tional Conference of Public Re- 
lations Executives, sponsored by 
the National Association of Manu- 
facturers. 
Mr. Crawford, former NAM 
president, based his statement on 
: a survey among 3,700 employes 
3 who have been with Thompson 
-_ Products five years or longer. He 
ie was scheduled to show the find- 


“We've plenty of prob- 
lems in growing pears, 
and your magazine 
helps us lick them." 


Gordon Kershaw, 


Medford, Oregon, 
leading pear grower 


Write for full story 
1135 S. E. SALMON ST. * PORTLAND 14, OREGON 


ings to all 3,700 at a mass dinner 
meeting in Cleveland Feb. 15. 
Management, he emphasized, 
should do the same thorough sales 
job for stockholders and _ for 
workers that it is doing for cus- 
tomers. It’s mainly management’s 
fault that employes have “lost 
cause and effect—the relationship 
between the pay envelope and 
the product,” he added. Manage- 
ment often is afraid to meet the 
workers, and learr from them. 


Says ‘Start at Home’ 


Public relations should start not 
with 140,000,000 people but with 
“your own group. Five per cent 
of the people in Cleveland, for 
example, could change the whole 
‘picture’ there.” 

In addition to a questionnaire 
to the 3,700, to which one-third 
replied, Thompson Products will 
send a letter to “Mother.” ‘“She’ll 
see that the ‘Old Man’ partici- 
pates.” 

Seventy-six per cent of work- 
ers who replied were factory and 
24% office employes. All were 
supervisors. They had beerr with 
the company an average of 8.75 
years; 93% were married, and had 
an average of 1.6 children. 

More than 98% reported a 
“happy home life”; 41.6% were 
buying homes, on which they 
placed an average valuation of 
$10,776, and on which they still 
owed $3,181. They held an aver- 


age of $1,862 in bonds and cash! 


and $6,037 life insurance, of 
which $2,410 was company in- 
surance. Sixty-three per cent 
thought that their homes were “‘sat- 
isfactorily equipped’—although a 
number, and_ especially their 
wives, felt that their homes needed 
“a lot of new gadgets.” 
Home Interests First 

The proportions of those who 
attended church were somewhat 
mixed. After work, home inter- 
ests came first. Movies, bowling 
and reading led a list of 44 hob- 
bies, with pinball games at the 
bottom. 

The average Thompson Products 
man covered in the survey started 
at 58 cents an hour and now earns 
$1.59, straight time. Ninety-nine 
per cent reported that their em- 
ployment had been steady. Sixty 
per cent “enjoyed” their work 
with the company and 21% 
thought it “swell.” Sixty-one per 
cent made “good contacts” with 
fellow workers; 48% said their 
contacts with the management 
were good and 36% exceptionally 
good. Sixty-five per cent believed 
that they have done better with 
the Cleveland firm than they could 
have done elsewhere. 

And 96.7% believed that their 
work with Thompson Products 
has “played a purposeful part” in 
helping others and the country. 


‘It’s Your Loss’ 


One gripe came from men who 
worked on the “damned third 


~—6300,.000° 
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300,000 witnessed the annual spectacle of the Orange Bow! Jamboree 
Parade . . . 90,000 REQUESTED tickets for the annual New Year's Day 
football classic in Miami's famed Orange Bowl. 
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shift.” And one worker said, 
“I’ve got more brains than you’re 
using—but it’s your loss.” 

The thing which these “cap- 
italistic” workers fear most, Mr. 
Crawford pointed out, is insecur- 
ity. 

Dr. Claude Robinson, president 
of Opinion Research Corporation, 
found that 90% of the nation’s 
companies currently are expand- 
ing their public relations budgets. 
He also noted that: 

1. Management recognizes in- 
creasingly the “dollars and cents 
payoff in public relations.” Boards 
of directors and operating com- 
mittees will give more attention 
to “the problems of idea com- 
munication.” 

2. “Industry’s public relations 
thinking is trending toward ef- 
forts at the community level, par- 


ticularly ... two-way communica- 
tions between the front office and 
the shop.” 


3. Three principles that will be 
important in the next phase of 
public relations are: “The in- 
separability of deeds and the in- 
terpretation of deeds; the power 
of the ‘you’ element,” and ‘‘the 
cultivation of the art of talking 
to people in terms they can under- 
stand.” 


Montreal AMA Elects 


The newest chapter of the 
American Marketing Association 
at Montreal met recently to elect 
officers, with the national presi- 
dent, Ross M. Cunningham, pres- 
ent to welcome the new unit into 
the fold. Elected were G. Walter 
Brown, Bristol-Myers Company of 
Canada, president; Paul Haynes, 
Industrial Surveys Company, vice- 


oy 0 Be ot 4 — Yes, the customers are in Miami. Our alert year-around population, 
5 ’ - - A? a? ta’ * by ad m e 
ne ath % “Skate ge hee plus our easy-spending winter visitors constitute a rich market of inter- 
«)*, oy < “e822 Ay 
0b, RZ sees ws ore national scope. Many of these people are coming to Miami—Fiorida’'s 
Oey “ Py laa oer : 
“Cosy Soo ay csa Ne. 1 glamor city—to stay. 
Vf 2 ta, mu pitiles Rs 
NG ee , ; 
es tees +28 You can reach this buying audience through The Miami Herald, Florida's 


president; Henry King, Cockfield, 
'Brown & Co., secretary, and Dr. 
| Edward’ C. Webster, McGill Uni- 
| versity, treasurer. 


Two Pennsylvania 
Agencies Merge 


Foltz-Wessinger, Inc., Lancaster, 
Pa., agency, and McFarland Ad- 
vertising Service, Harrisburg, Pa., 
have merged and will continue 
under the name of Foltz-Wessin- 
ger, Inc. Horticultural accounts 
formerly served by McFarland 
will be handled by the Harrisburg 
office under the name of McFar- 
land Advertising Service, division 
of Foltz-Wessinger. 

Robert McFarland has been ap- 
pointed a vice-president and a 
director of Foltz-Wessinger. Other 
employes will continue in their 
present capacities. 


Petroleum Group 
Poised for New 
Educational Drive 


(Continued from Page 1) 
about $400,000—with indications 
that the sum will get larger as the 
program progresses. 

Major Agency Sought 

Informed sources told AA that 
two qualifications were laid down 
for the agencies invited to solicit— 
none might have an oil company 
account, and all must be in the 
$10,000,000 billing bracket (AA, 
Feb. 3). 

The dozen agencies invited were 
told that after preliminary conver- 
sations the field would be nar- 
rowed to “two or three,” which 
would be asked to make detailed 
presentations later. There were 
indications that agencies were 
narrowed to the surviving two 
or three by the end of last week, 
although the final nod would be 
delayed for at least a week, until 
an API meeting of directors is 
held in Chicago Feb. 25. 

Also in the works is a plans 
book, which shows oil companies 
how they may coordinate their ad- 
vertising to the API theme. This 
book, now in the “final correc- 
tion” stage, is expected to be ready 
shortly. 

The campaign probably will be 
keyed to a “freedom of movement” 
theme, emphasizing the personal 
freedom brought by the oil indus- 
try, as well as free commercial 
interchange. 


Admiral Goes to Canada 


Admiral refrigerators and radios 
are being introduced to Canadian 
consumers by the recently formed 
Canadian Admiral Corporation, 
Toronto, headed by Vincent Bar- 
reca, managing director, who for- 
merly was associated with the 
parent company in the United 
States. The Canadian firm has 
plants in Montreal and London, 
with a sales office located in To- 
ronto. 


Plugs Ice-Mint in Canada 


Foster - McClellan Company, 
Buffalo, through Margaret Pennell 
Advertising, Toronto, is promoting 
its Ice-Mint, medicated cream, in 
Canada. 
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Withorn FOR AD-SETTING 
Th ee FOR ENGRAVING 


first newspaper. The Miami Herald dominates the Florida market. 


Che Miami Herald 


JOHN S. KNIGHT, PUBLISHER 
NATIONAL REPRESENTATIVES: STORY, BROOKS & FINLEY, INC. 


“Greater Miami — The International Market of the Americas” 


Ghittorn FOR PRINTING 
Qeithern Corporation 


400 North Rush Street * CHICAGO 11 « ILL. 


Telephone Whitehall 2300 sah 
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Page 1) 
indications 
arger as the 


ought 

ld AA that HAT'S A CAKE, SON—R. C. Maddux 
2 laid dow left), vice-president of WOR, New 
it lic; 0 Bork, admires the 25th anniversary cake 
A acdinacn acit— resented to the station by David Du- 
vil company Bhan Jr. (right), president of Dugan 
t be in the [Rothers Bakeries of New Jersey. Du- 
acket (AA, [han Brothers is WOR's oldest client, 


aving sponsored Alfred McCann's 
‘Pure Food Hour" for the past 21 
ears. WOR will celebrate its silver 
jubilee Feb. 22. 


nvited were 
lary conver- 
ld be nar- 
ree,” which 
ake detailed 
There were 
1cies were 


reedom of Press 
ighlights Annual 


tviving two 

f last week, land Meeting 

d would be 

week, unti] | CHIcaco—The worldwide spread | 


public information, with the 
_S. press serving in a coopera- 
ve capacity with federal officials, 
me in for special attention at 
e 63rd midwinter meeting of the 
land Daily Press Association 
re Feb. 10-11. 

Assistant Secretary of State 
illiam Benton told the group 
at the U. S. is considering bi- 


directors is 
25. 

is a plans 
1 companies 
ate their ad- 
theme. This 
inal correc- 
| to be ready 


ably will be 


- movement” @teral news agreements with for- 
he personal #2 countries in its efforts to gain 
1e oil indus- orldwide freedom of informa- 


n, and declared that U. S. news- 


commercial 
pers should work out an Amer- 
, n stand on the issue with the 
te Department. The suggestion 
. Canada esumably means that when U. S. 


legates to foreign conferences 
er methods for improvement of 
dom of information, these 
ethods will be similar to those 
vored by the U. S. press. 

The by now familiar view of 
e ANPA Bureau of Advertising 
at “All Business Is Local” was 
splayed to the 325 members at- 
nding the meeting, by Alfred B. 
anford, director of the bureau’s 
tional division. 


Must Eliminate Waste 


He warned the group that the 
me slide rule principles that 
ilt mass marketing are also re- 
onsible to a large extent for 


‘s and radios 
to Canadian 
sntly formed 
Corporation, 
Tincent Bar- 


in firm has 
ind London, 
rated in To- 


1 Canada 


Sompany, 
‘aret Pennell 
is promoting 
2d cream, in 


pe, 


Present conditions have 


cept waste, he said, adding that 
aste in distribution and adver- 
sing comes from inadequate 
udies of actual consumer mar- 
ts. He reminded publishers and 
vertising executives that ac- 
ally there is no such thing as a 
iform national market, and to 
ume that one exists is to waste 
rculation. 

One of the bigger bugaboos of 


wsprint, was somewhat deflated 
hen John W. Potter, chairman 
the association’s committee on 
Wwsprint, declared that vociferous 
ars by smaller newspapers that 


ww 


Cation because of paper short- 
€s, were in most instances with- 


ade it intolerable for business to | 
OPERATION Goldeu Crescent 
| 
| 
urnalism today, the shortage of | 


ley might have to suspend pub-| 
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_ tion should meet “reasonable” de- , 


Awards Announced 


| The association’s annual awards 
|for typographical excellence, to 
|newspapers of more than 75,000 
circulation, went to Salt Lake City 
Tribune (first), Chicago Sun (sec- 
ond), and Minneapolis Star 
(third). 

Winners in the 25-75,000 circu- 
lation class were: Cedar Rapids 
Gazette (first), Tribune Chronicle, 
Warren, O. (second), and the 
Journal, Flint, Mich. (third). In 
the 10-25,000 circulation class, 
winners were: Post - Bulletin, 
Rochester, Minn. (first), Mining 
Journal, Marquette, Mich. (sec- 
ond), and News, Iron Mountain, 
Mich. (third). 

In the 5-10,000 group, winners 
were: Eagle-Star, Marinette, Wis. 
(first), Freeman, Waukesha, Wis. 
(second), and Morning Times, 
Frankfort, Ind. (third). First 
prize winner in the less than 5,000 
circulation ‘group was the Daily 
News, Rhinelander, Wis., which 


becomes permanent owner of the 
trophy presented at the meet, 
after winning first place for the 
third consecutive year. Second 
and third winners in that group 
were the Columbia Missourian 
and the Register, Portage, Wis. 


Reynolds Metals Begins 
Aluminum Building Drive 

Reynolds Metals Company, 
Louisville, has launched its first 
nationwide campaign for Reynolds 
Lifetime aluminum building prod- 
ucts for home construction. The 
copy emphasizes the fact that 
Reynolds roofing and building ma- 
terials are fire-proof, rust-proof, 
impervious to rot, vermin and ter- 
mites and stresses the insulating 
qualities of these products. 

The ads have been scheduled in 
American Builder, American 
Home, American Lumberman, Ar- 
chitectural Forum, Architectural 
Record, Better Homes & Gardens, 
Building Supply News, House 
Beautiful, Practical Builder, Small 
Homes Guide, and The Saturday 
Evening Post. Buchanan & Co., 
New York, is the agency. 


To Harry M. Frost Co. 


Harry M. Frost Company, Bos- 
ton, has been appointed to handle 
promotion for the Home & Appli- 
ance Show to be held at Grand 
Central Palace, New York, April 
19-26, sponsored by the Home 
Builders Council of New York, 
New Jersey and Connecticut. 
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Federal Boosts Leopold 


Joseph Leopold, who _ joined 
Federal Advertising Agency, New 
York, last July as vice-president 
and copy chief, has been named 
a member of the board of direc- 
tors. Formerly he was manager 
of copy with Compton Advertising, 
New York. 


COVERS 
sd CENTRAL OH\9 


In Columbus, Ohio It's 


163,550 WBNS FAMILIES IN CENTRAL OHIO 


WBNS HELPS 
KROGER CHALK UP 
SALES GAINS 
WBNS gets results. Kroger has 
been proving this for eight years. 
ASK JOHN BLAIR 


| 
| 
| 


| Smart planners of marketing strategy are mounting 


heavy sales artillery on 
to get larger sales at smaller costs. Because this 


rich sector of the farm market—comprising the 
states of Michigan, Ohio and Pennsylvania—is a 


} 


concentrated market .. . 


@ three million farm folks with urban tastes who 
have money and the desire for advertised 
manufactured products, 


@ where farms are close to marketing areas—781 
marketing centers per state, as against the U. S. 
average of 349—so that farmers’ shipping costs are 


low and their profits higher, 


and where two-thirds of these farm folks can be 


reached with your sales story, by using only three 


publications. 


Three well-read, fully-trusted farm papers 


... MICHIGAN FARMER, 


OHIO FARMER 


we 


t foundation. 
In a few cases, Mr. Potter de- 
ared, the association has ar- 
nged to have mills cooperate 
ith affected newspapers, but in 
10St cases their claims of short- 
es have been based on fears of 
ture trouble rather than any 
hmediate shortage that might 
use suspension. He warned that 
vagant use of newsprint or} 
l€ desire simply to print larger 
apers would not justify the asso- 
ation’s taking a hand in helping 
Ovide paper. He said that news- 
int consumption increased 27.7% 
ear and that current produc- | 


@ where 70.4% of the farms are fully owned 
by the farmers (as against the U. S. aver- 
age of 50.6%), 

@ where you find 15.9% of all electrified 

farms in the nation, 


xg 


PENNA. £7 


tue a FARMER ‘§ 
a CLEVELAND | 


- MICHIGAN FARMER © 
- EASTLANSING 


and PENNSYLVANIA FARMER .. 
the big guns of a successful campaign in We 
Golden Crescent. Look into this lucrative, con- 


centrated market now! 


- are 


“Your distribution may be national, but your selling is always LOCAL” 


Copyright 1947, Capper-Harman-Slocum, Inc. 


» PENNSYLVANIA FARMER — 
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To Spitzer & Mills 

Spitzer & Mills Ltd., Toronto, 
has been named to handle the ad- 
vertising of Willys of Canada, 


ST.08 OS = eH 


maseenIe a MARKET 


ST. JOSEPH NEWS-PRESS 
‘St. Joseph Onzette 


Metropolitan Life 
Buys CBS Strip; 
Wine Show Ends 


New YorK—Metropolitan Life 


will be devoted entirely to health 
hints and offers to supply health 
booklets to listeners. 

Meanwhile, Cresta Blanca Wine 
Company, a Schenley affiliate, has 
notified CBS that the company 
will drop sponsorship of “Holly- | agencies and campaigns. 
Insurance Company, through|wood Players” (Tuesdays, 9:30- eee 
Young & Rubicam, on Feb. 17 will 
begin sponsoring Columbia Broad- 
casting System’s 6-6:15 p.m., EST, 
news period five times weekly 
over 51 stations of the network. 

Commercials for the sponsor | tions. 


10 p.m., EST), effective Feb. 26. 
A slump in the wine market is 
blamed. Batten, Barton, Durstine 
& Osborn placed the program, 
which is heard over 122 CBS sta- 


turer of trailers. 


Tells Service Record 


Station WBBM, Chicago, 
given public service spot an- 
nouncements during 1946 amount- 
ing to a total value of $269,125, 
representing 64 different social 


has 


Acquires Carter Firms 


Fruehauf Trailer Company, De- 
troit, has acquired the outstanding 
stock of Carter Mfg. Company and 
Carter, Inc., Memphis, manufac- 
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Near Crisis at Oxford Paper Company 


by Tony Barlow 


I‘ making over 1,000 miles of 
quality paper a day, the Oxford 
plant uses enough electrical power 
to supply a city of more than 
250,000 people. A lot of power! 


Typically, Oxford produces all 
this electricity in its own hydro- 
electric and power plants. It is 
another major example of Oxford’s 
completeness of operation. 


Every step of papermaking, from 
beginning to end, is directly un- 
der Oxford’s control. From wood 
to finished paper, product quality 
is considered in each operation. 


FEARFUL MOMENT! WHATEVER HAS HAPPENED TO 

OXFORD OUTPUT—THE MILL USED ONLY 499,998 |___J 
KILOWATT-HOURS OF ELECTRICITY THIS DAY 

INSTEAD OF THE USUAL 500,000 KILOWATT-HOURS! 


Consequently Oxford can set 
high quality standards and main- 
tain them. In fact, over 5,000 
separate laboratory tests for qual- 
ity are made during each day’s 
output—thus supplementing tlie 


skill and know-how of Oxford’s 


— Engravatone, 


veteran papermakers. 


To the user of Oxford Quality 
Papers this completeness and 
scrupulous care mean quality, 
uniformity and reliability of 
service. 


Included in Oxford’s line of quality printing and label papers 
are: ENAMEL-COATED — Polar Superfine, Maineflex, Maine- 
flex C1S Litho, Mainefold and White Seal; Uncoatep 
Carfax, Aquaset Offset, Duplex 
Label and Oxford Super, English Finish and Antique. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17, N. Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, iil. 


DISTRIBUTORS 
in 48 Key Citues 


work load, for the Census 9 


dver 


Congress Gets 
Bill fo Launch 
Census Studies 


(Continued from Page 1) 
ufactures, mineral industries andi 
business, “including distribution 
trades and service establishments, 
to be made in 1948 and every fiyd 
years thereafter. 

It accomplishes a major re 
orientation of Census Bureay, 


Manufactures is now scheduled 
every two years and the Censy 
of Business every 10 years. 
With these censuses taken every 
five years beginning in 1948, the 
bureau’s work load is distributed 
through slack years, opening tha@roGi 
way for consolidation of the stafflirecto 
Without this legislation, the bu& 
reau would have to take a fylgpe? * 
census of population and housing 
a full census of agriculture, an 
the censuses of manufactures an 
business in 1950. 


Interim Data Approved 


In addition to the simultaneou 
quinquennial census of manufac 
tures and business, the bill au 
thorizes “such surveys as 
deemed necessary to furnish an 
nual and other current interin 
data on subject covered by thé 
censuses.” 

Under this provision, Census wi 
set up series of annual and mor¢ 
frequent studies on a _ sample 
basis, to round out its current re 
porting of economic developments 

The authority for the interi 
studies is couched in restrictions 
suggested at the hearings a yeay 
ago. 

Interim studies are allowed only 
when data is essential to govern 
ment or business, and is not else: 
where available. Findings to thi 
effect must be announced by the 
Secretary of Commerce at leas 
30 days before a sample study i 
made. 


No Penalties Involved 


Compulsory reporting require 
ments of the census laws will no 
apply to any study made on 4 
more frequent than annual basis 
nor to any inquiry outside the scop 
of the schedules of the complet 
census. There are no prison pen 
alties for non-compliance with anj 
interim study. 

The legislative background 0 
the census situation is confused 
by the fact that a Census 9 
Manufactures can be made in 1948 
without additional authority, pro 
vided the House appropriations RIG 
committee recommends a grani 0 oe 
$5,000,000, included in the Censugg, 
Bureau budget currently befordg,.,,, 
the committee. 

Without the new legislation 
however, there can not be y 
Census of Business until 1950. Inj 
introducing the bill to authorizi™ 
that these studies be made simul 3™ 
taneously in the future, 5e 
Hawkes recognized that the re 
ports would then be more valu 
able, since the data is related 

Once the authorizing legislatio 
is reported by both commitiees 
and adopted by Congress, Census 
Bureau will have to return to the 
appropriations committee for $10 
150,000 to carry out the busines§} 


census program. € 
' 


Names Brown Director #4 


The Advertising Researc! 
| Foundation has elected Robert 5: 
Brown, vice-president in charge 
| advertising and market researcll™ 
|for Bristol-Myers Company, 
| its board of directors. Mr. Brow" 
is also vice-chairman of the bo«! 
of directors of the Association 
National Advertisers, and a me!" 
ber of the executive committee © 
the Market Research Council. 
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’ PHOTOGRAPHIC REVIEW 
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. Major re 
us Bureau’ 
» Census 9 
Ww scheduled 
| the Censy 
years. 
3 taken eve 
in 1948, the 


opening tha@ROGRAM PLANNERS—Susan Adams, left, Elin Boucher and Janette Kelley, 
1 of the stafflfrector of General Mills’ home service department, discuss plans for GM's 
tion, the bugger radio show, "The Betty Crocker Magazine of the Air." Mrs. Adams, former 
take a fulfpe’ editor of McCall's. is editor-in-chief of the program, with Miss Boucher, 
of Dancer-Fitzgerald-Sample, as associate editor. (Story on Page 28.) 
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rings a yeal 


NEW LABELS—The Blue Label, Red 
Label and Brown Label brands, pro- 
duced by Colonial Molasses Co., New 
Orleans, and each carrying the Colo- 
nial name, are being marketed in new 
dresses, each printed in the color of 
its designation, and including a de- 
ARNING—Workmen are shown erecting the first of a series of illuminated scription of the product and a nutri- 
pster panels to be placed at strategic points on traffic arteries leading into tion story on side panels. The labels 
silas. Fourteen of these panels have been donated to the City of Dallas were developed by H. B, LeQuatte, 
affic Commission by United Advertising Corp. of Texas in a drive to reduce New York agency, which also has pro- 
traffic accidents. duced a new recipe book for Colonial. 
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en ofRIGINALS HONORED AT LANTERN CLUB ANNIVERSARY—Among the 34 active members who gathered Jan. 31 to cele- 
Ges Const ate the 30th anniversary of the Lantern Club, Boston organization of New England representatives of national magazines, 
NTE LENS Bere these seven “original signers.” Left to right: Walter E. Anderton, The American Home; Robert F. Guild, Boston Stock 
ently beforB.change; Metz B. Hayes, True Story and Sport; Nelson J. Peabody, Open Road Publishing Co.; Tilton S. Bell, New York 


Sun; Charles Dorr, Dorr & Corbett, and Lewis E. Kingman, Conde Nast Publications. 
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of the boare 
\ssociation © 
and a mc WAN HEUSEN REENTERS OUTDOOR—Phillips-Jones ee New York, will use this Van Heusen poster to mark the first 
— “Be of outdoor in 20 years. Standing is Seymour J. Phillips, president, with Clinton Smullyan, director of imports, Ben 


Smullyan, executive vice-president and general sales manager, and regional managers (in the usual order) seated. 


HOLEPROOF 
Sone Gols 


/ “g? 
Suxile Underte ty 


nd Hosiery Company, Milenchee 1, Wocansin, & ty Canada: Landon, Optane 
‘ 


THE HUG YOU LOVE—So goes copy for Holeproof Hosiery Co.'s promotion 

during its 75th anniversary year. This is one of a series of ads running for 

Holeproof hosiery, underwear and men's hosiery lines in consumer magazines. 
Ruthrauff & Ryan, Chicago, is the agency. (Story on Page 25.) 


AAW PREXY GETS LABELED—Jack Jaques, president of the Advertising Club 
of Oakland, watches Lois Hinkle pin a badge on Vernon R. Churchill, assistant 
to the publisher of the Oregon Journal, Portland, and president of the Adver- 


tising Association of the West. The scene was the mid-winter conference of the 
AAW held in Berkeley (AA, Feb. 3). 


ALL IN THE FAMILY—Four-year-old March of Dimes poster girl, Nancy Drury, 

seated on her dad's'lap in New York executive offices of Fawcett Publications, 

is greeted by Mary Bailey, Fawcett’s beauty editor, Eliott Odell, ad director, 

and W. H. Fawcett Jr., president of the organization. Nancy's father, Frank 
Drury, is employed at the Fawcett Louisville printing plant. 
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Kenneth Hogate, 
"Wall St. Journal’ 
Publisher, Dies 


PALM SpPRINGS, CAL.—Kenneth C. 


Hogate, chairman of the board of | 


Dow, Jones & Co., president of 
the Wall Street Journal, and head 
of a vast network of financial news 
publications and news ticker 
services, died here Tuesday of a 
cerebral hemorrhage suffered Feb. 
1. He was 49 years old. 

Mr. Hogate was known best, 
perhaps, for his work as a “new 
broom” in Wall Street, in sug- 
gesting reforms in the New York 
Stock Exchange in 1937, at a time 


Point of Sate [APE 
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when further government regula- | only 30 years old. 


tion seemed probable, and in 


On Oct. 20, 1933, he succeeded | 


changing the Wall Street Journal! the late Hugh Bancroft as presi- 
from a “stock table” publication dent of Financial Press Companies 


| to a business paper with current 
} circulation of more than 100,000. 
| Born in Danville, Ind., he was 
graduated from De Pauw Uni- 
versity in 1918 with an A.B. de- 
gree. As a boy of nine, he was 
a printer’s devil with the Hen- 
drick’s County Republican, pub- 
lished by his father. 


Joined Firm in 1921 


After graduation from De Pauw 
University he joined the Cleveland 
News Leader. Later with the De- 
troit News he met the late Clar- 
ence W. Barron, financial news 
magnate. 

In 1921 Mr. Hogate became chief 
of the Journal’s newly-opened 
Detroit bureau, and three years 
later became managing editor of 
this paper. He became  vice- 
president of the company in 1926 
and. two years later, after Mr. 
Barron’s death, was also named 
, Seneral manager. He was then 


of America and subsidiaries. 

Mr. Hogate was active in the 
American Society of Newspaper 
Editors and the American News- 
paper Publishers Association. In 
1941 he was elected mayor of 
Scarsdale, N. Y. 


ALAN C. REILEY 


New YorKk—Alan Campbell 
Reiley, 77, with the advertising 
department of Remington-Rand, 
Inc., for many years, and one- 
time advertising manager of the 
former Remington Typewriter 
Company, died here Feb. 3. He 
was an organizer and former 
president of the Association of 
National Advertisers. 


HARRY E. McMANUS 
Cuicaco — Harry E. McManus, 
58, an executive of Hearst Adver- 
tising Service here for the past 
10 years, died of a heart attack 


Advertising Age, February 17, 19 Ad 


Feb. 6 at his home. 

Mr. McManus’ 25 years in ad- 
vertising began with service on 
the old Chicago Evening Ameri- 
can as retail display manager. 
He was advertising manager of the 
old Milwaukee News, advertising 
director of the Pittsburgh Post- 
Gazette and in charge of retail 
advertising with the Hearst com- 
pany in New York before joining 
the Chicago staff. 


FRED A. ROBBINS 

Cuicaco—Fred A. Robbins, 63, 
head of Fred A. Robbins Adver- 
tising here for the past 25 years, 
died suddenly of a heart attack in 
Orlando, Fla., Feb. 6. Mr. Robbins 
at one time served with Critch- 
field & Co., Chicago agency, and 
with the Dakota Farmer. 


Joins Research Firm 


Robert E. Baxter, formerly mar- 
keting specialist of McKinsey & 
Co., San Francisco, has joined the 
San Francisco office of Facts Con- 
solidated, research organization. 
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WOMEN READERS IN 1946 


sin is a good record of response. But a better one would 

have been written had we been able to devote our usual 
amount of space to the interests of women. Average rate of 
woman reader response at The Free Press over an eight year 
period has been over 622,000 annually in normal newsprint 

~ - times. With a larger weekday circulation than any other 
Michigan newspaper, The Detroit Free Press offers you the 


largest audience of potential purchasers, women and men. 


ae OS 


BEAUTY 
~ SHOPPER 


TEMS . 1. ss 


DRESS PATTERNS . . ...« -~ 
NEEDLEWORK PATTERNS ... . 

CHILD CARE . . 1. © © © © «© « 
MISCELLANEOUS fs * ee oi 


HOW INQUIRIES WERE RECEIVED 
PASINOWMS « «© © © © © © © 


70,835 
50,309 
15,036 
50,321 
75,651 

9,850 
28,866 
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HAVANA TRAVEL—More traffic 
Havana is sought in the new copy by 
ing inspected here by (left to right 


Albert Earling, vice-president, ap 
Carleton Putnam, president of Chicag 
and Southern Airlines, and Burto 
Browne, head of the Chicago agenc 
recently named to handle the accoy 


C&S Airlines 
Maps Domestic, 


Havana Ad Drive 


Cuicaco—Chicago and Southe 
Airlines has appointed Burt 
Browne Advertising to handle 
new advertising and public r 
lations program aimed at buildi 


its domestic load and stimulati 
| Cuban air travel via its lines. 

| Carleton Putnam, C&S preside 
| who announced the agency ay 
| pointment (AA, Feb. 10), said th 
airline will employ newspapé 
space in its 19 route cities in t 
Mississippi Valley and Southweg 
supplemented by 24-sheet poste 
in major metropolitan centers a 
a few off-line cities, and fo 
color newspaper rotogravure pag¢ 
in selected larger markets to poif 
up the service C&S offers 

Havana. 
emphasize that C&S is “Ty 
South’s Own Airline.” 

C&S was certified last year 
fly an additional 4,000 miles in t! 
Caribbean, with the first step is 
auguration of regular flights 
Havana last fall. The Cuban can 
paign, with the assistance of Pul 
licidad Alvarez Perez, t 
agency’s Cuban affiliate, will ij 
clude newspapers, outdoor, rad 
and direct mail promotion to gel 
erate homeward-bound America 
tourist traffic over the C&S rou 
and attract Cuban commerci 
travelers whose destinations 4 
in the Midwest. 

The airline also will employ 
inter - system promotional - pub! 
relations program to urge JW 
company’s score of district mal 
agers into concerted action. 

The stimulants to air travel w 
include new direct mail piecé 
including an English-Spanis 
phrase book, redesigned displa 
for ticket offices, new baggaf 
stickers and full-color travelog 
movies featuring the Caribbean. 


Stone Named Ad Direct¢ 
of ‘Cleveland Press’ 


Grant Ston 
local advertisil 
manager sin 


1938, has be 
promoted to a 
vertising dire 


tor of the Clev 
land Press. Pr! 
to joining 1! 
Press, he serv 
as business ma 


ager of 1) 
Scripps - How4 
Akron Timé 


Grant Stone 


Press from 19 
to 1938, when it was merged w! 
the Akron Beacon Journal. 


Appoints Bloch Agency 


Adolph L. Bloch Advertis! 
| Agency, Portland, Ore., has bé4 
| appointed to handle a new ca! 
|;paign for Sherwood Bulb G3 
dens, promoting Oregon - gro' 
| regal lily, daffodil and tulip bu! 
| Fifteen newspapers in Oregon # 
| southern Washington are be 
| used for the initial campaign. 


Advertising copy wi* 
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full Demand Must Last Minute News Flashes McCann Expected 


Support Job Goal, 
BLS Study Warns 


WASHINGTON—A Bureau of 
Labor Statistics estimate of long- 
range employment prospects 
warns that there can be no pros- 
perity unless demand for con- 
sumer goods and investment goods 
is considerably higher than pre- 
war levels. 

The study, “Full Employment 
Patterns, 1950,” estimates that 
over-all industrial production 
might have to be 90% above the 
1939 level to assure the 59,000,000 
jobs which BLS accepts as its) 
soal. 

‘ Written for the bureau’s 
“Monthly Labor Review,” the 
study attempts to estimate the, 
levels of investment and consump-_ 
tion that will be necessary in- 
various industries to keep 59,000,- | 
000 persons working at antici-| 
pated 1950 productivity levels. | 

It points to record production | 
levels for practically all commodi- | 
ties, though there would be im-| 
portant variations between indus- | 
tries. 


Some Capacities Inadequate 


Output of coal, petroleum, elec- 
tricity and steel would have to 
exceed the wartime peaks. In 
many industries existing capacity 
would be inadequate, and serious 
inflationary situations would exist 
until capacity was expanded. 

Requirements would endanger | 
reserves of some natural re-| 
sources such as lumber. Pressure | 
on capacity and resources might 
be diminished by development of | 
new services. In any event, oer 
sees a need for a higher propor- | 
tion of jobs in service, finance and | 
trade. 

In contrast to approximately | 
7,000,000 employes in trade during 
the war, nearly 10,000,000 would 
be in these lines by 1950, despite 
an assumed increase of 19% in 
retail sales per employe over 1939. 

With 59,000,000 jobs, BLS be- 
lieves we will have a high level 
of profits after taxes and a high 
level of wage and salary pay- 
ments, with no increase in prices 
above the levels of summer, 1946. 


Sees Tax Levels Steady 


Similarly, federal, state and 
local government will be able to 
supply the prewar level of gov- 
ernment services, plus additional 
expenditures caused by the war, 
without departing from prewar 


Eagle to Promote New $1 Pen 
New YorK—Eagle Pencil Company will introduce next month a $1 
fountain pen, the Chief, in two-color pages in Drug Topics, Geyer’s 


| Topics, Modern Retailing and Modern Stationer, with consumer copy 
| scheduled to break in The Saturday Evening Post in April and in 


Collier’s in August. Eagle will continue four-color half pages for 
its pencils in Collier’s, the Post and Time, as well as a heavy busi- 
ness paper schedule. Albert Frank-Guenther Law is the agency. 


Magazines Get Jewelite Brush Series 

FLORENCE, Mass. — Pro-phy-lac-tic Brush Company, subsidiary of 
the Lambert Company, New York, will introduce a new line of 
Jewelite spiral-handled brushes in a four-color series in 16 national 
magazines, spending about $650,000 over the next 12 months. Co- 
operative advertising with drug and department stores also is planned. 
Lambert & Feasley, New York, is the agency. 


Starlet Flashlight to Bow in June 

Cuirton, N. J.—Bright Star Battery Company will introduce the 
Starlet, a new small flashlight, with copy starting in June. Copy will 
appear in regular battery advertisements, in the same schedule of 
22 magazines and farm publications. The budget has been increased 
25% to take care of the Starlet’s introduction. Reiss Advertising, 
New York, is the agency. 


Mahony Returns to Maxon, Inc. 

New YorK—Michael F. Mahony has rejoined Maxon, Inc., as vice- 
president in the New York office, where he will head expansion of 
agency’s eastern operations. Mr. Mahony, who spent 12 years with 
Maxon previously, was most recently a vice-president of Ruthrauff 
& Ryan. 


Timken Launches Extensive Drive Through BBDO 
Canton, O.—Timken Roller Bearing Company, which recently ap- 
pointed Batten, Barton, Durstine & Osborn, Cleveland, is launching 
an enlarged campaign in Business Week, Newsweek, The Saturday 
Evening Post and United States News, a dozen farm publications, and 


tax levels. 

Projection of prewar consumer | 
demand habits and investment | 
activities point clearly to employ- | 
ment considerably short of the 
59,000,000 goal, the BLS experts 
found. 

Though consumers are currently 
spending a higher percentage of 
their income than the prewar pat- 


about 150 business papers. 


R&R Gets Lipton Canadian Account 
New York—Thomas J. Lipton Ltd., has appointed Ruthrauff & Ryan 


for advertising of Lipton tea in Canada, effective April 1. 


The ac- 


count was formerly handled by Vickers & Benson. 


as many tires, shoes and tractors, | 


and twice as much brick and 


paper as prewar. 


American-Marietta 


Sets Record Goal 
for 1947 Sales 


Cuicaco — American - Marietta 
Company has set a 1947 sales goal 


“of $32 to $36 million—an increase 


of 70 to 90%—and intends to mer- 
chandise its paint more aggres- 
sively than ever, Grover M. Her- 
mann, president, declared here 
last week. 

Its net sales for the year ended 
Nov. 30, said Mr. Hermann, set 
a new peak at $19,409,000, up more 


'can-Marietta will count on di- 


versification in the paint field— 
through its various divisions and 
_subsidiaries; expanding research; 
intensive efforts to reduce costs; 
and its own expanding chain of 
outlets. The company expects to 
be operating 50 retail stores by 
‘the end of the present year. All 
are acquired as going concerns. 
Eventually, he said, American- 
| Marietta expects to sell half of its 


own stores. 

In national magazines and fi- 
nancial papers, the company has 
for several months been engaged 
in promoting the tie-up between 
the American-Marietta name and 
i\the many brand names of its di- 
visions, such as Valdura, Sewall, 


fo Get ‘United’ 
Railroad Series 


New YorK—Although agree- 
| ments have not yet been signed, 
_McCann-Erickson is expected to 
|handle a consistent, coordinated 
| $3,000,000-a-year newspaper cam- 
paign for all the nation’s Class 1 
railroads. 
| The campaign—conducted sep- 
|arately from the Association of 
American Railroads series in 
| magazines through Benton & 
Bowles—would be directed and 
signed by the eastern, western and 
| southern railway associations. 
| The Robert R. Young group 
| composed of the Chesapeake & 
Ohio, Nickel Plate and Pere Mar- 
| quette, which resigned from the 
| AAR last October, is reported to be 
participating with the others. 

The campaign, it was said, was 
conceived by Gustav Metzman, 
president of the New York Cen- 
tral, and F. G. Gurley, president 
of the Santa Fe, and is being de- 
veloped on the top executive level. 


Will Use All Dailies 


Themes and objectives have not 
been revealed. Some railroad ex- 
ecutives are reported as opposed 
to it because, among other rea- 
sons, it would embrace from the 
start all daily and most weekly 
newspapers, usually on a monthly 
insertion basis, without the bene- 
fit of prior local or regional test- 
ing. 

Insertions would range with size 
of communities from 1,500 to 680 
lines. 

Active in organizing the rail- 
roads into this new united front 
program are Harold Simms of the 
Western Passenger Association, 
Chicago, and John M. Fitzgerald 
of the Eastern Railroad Presidents’ 
Conference here. 


architectural paint output in its | 


Wever: Research, 
Promotion Must 


Be ‘Bedfellows’ 


NEw YorK—Promotion men are 


than 44% from the previous year’s | Schorn, O-P-W in Canada, etc. | much too “uninquisitive” for their 


volume. To achieve its new goal | (AA, Dec. 23). Within a few years| wn eventual 
expects to drop these trade | 


for the coming year, he added, 
American-Marietta has prepared 
for a buyers’ market by strength- 
ening its advertising and sales 
promotion, adding to its chain of 


retail stores and distributing cen- | 


ters, and increasing its dealer- 
hips. 

Despite the fact that it will take 
the industry three to five years 
to catch up with the postwar de- 
mand for paint, the American- 
Marietta executive said, the in- 


dustry as a whole has “done a 


/lousy job of merchandising paint.” 
|He believes home owners and 
| residential building operators will 


it 
names and concentrate nationally 
on the American-Marietta name 
|and label. 


Waterman Launches 


Record Pen Drive 


L. E. Waterman Company, New 
York, has scheduled a_ record 
\spring advertising and promotion 
|drive in magazines and newspa- 
|pers. Competitive in tone, it will 
| be based on the theme, “You buy 
'a pen to write with, and no other 
pen writes like a Waterman’s.” 
| Copy first appeared last weekend 
|in The American Weekly, Collier’s, 


tern would indicate, and the de- 55 on a “record-breaking painting | Esquire, Look, This Week Maga- 


mand for construction and pro- 
ducers’ goods have been rein-| 
forced by wartime shortages, the | 
prewar relationships are likely to 
reassert themselves with the pas- 
sage of time, the study warns. 
The experts find some comfort 
in the probability that 1950 wage 
will considerably increase 
e proportion of consumers with 
incomes over $2,000 to $5,000, 


rales 


ening the way for greater con- 
imer spending. 


and salary income of $112.8 bil-| 


, 11% above 1944, while divi- 
dends would be nearly double the 
1944 level. 

\t “full employment” in 1950, 
BLS sees the possible output of 
10.000 automobiles (3,600,000 
were made in 1939), nearly twice 


re 
6 


spree” during 1947. Throughout 
the country, he forecast, paint 
production, distribution and ap- 
plication should soar to a record 
high of $1,160,211,000. 


Buys Three New Units 


During the past year, American- 
Marietta has acquired Adhesive 
Products Company, Seattle, manu- 
facturer of synthetic resins and 
glues used in the plywood indus- 
try; Pacific Chemical Company, 


Company, Louisville, 


special finishes 


other metal products. 


for locomotives 
and railroad cars, as well as for 


|zine and The Saturday Evening 
Post, and Sunday rotogravure sec- 
| tions of the Chicago Tribune, New 
/York News and Philadelphia In- 
| quirer. 

| Waterman’s 


regular Saturday 


| night “Gang Busters” program over | 
| ABC and business paper advertis- | 
| ing will support the program. | 


| Charles Dallas Reach, Newark and 
| New York, is the agency. 


To Rodgers & Brown 


House, New York, 


department. 
account (Debcraft blouses) 


Sanford Levin, for 14 years ad-| 
The report visualizes a wage|Los Angeles, producer of insecti-| vertising manager of the Markay | 
cides, DDT preparations and de- | Waist 
tergents; and Charles R. Long Jr.| joined Rodgers & Brown Adver- | 
maker of |tising, New York, as vice-presi- 
| dent in charge of the new business 
The Markay Waist 
has 
moved from Hirshon-Garfield to| 


has 


good and _ stand 
| guilty of “covering up with clever- 
ness” and of “complacency to a 
‘sometimes discouraging degree,” 
George D. Wever, promotion di- 
'rector of Life, told a recent lunch- 
eon meeting of the Associated Mo- 
tion Picture Advertisers. 

He charged that promotion men, 
while of Phi Betta Kappa caliber 
in the available knowledge of 
their craft, don’t have enough 
facts and must rely on imagina- 
tion and hunch—a vast area of 
advertising ignorance about such 
problems as the effectiveness of 
advertising copy, mentality of the 
American people, markets, etc. 


Scores Clever Stunts 


| He scored as “pillars of promo- 
| tion” superlatives and sex in 
movie promotion and cleverness 
in magazine promotion, which has 


Guild Pact Was 


‘Grave Mistake,’ 
Stern Declares 


WasHINGTON—After hearing ex- 
publisher J. David Stern and rep- 
resentatives of the American 
Newspaper Guild, the House labor 
committee ended its hearings on 
the Philadelphia Record strike 
last week without promising rec- 
ommendations or conclusions. 

Both Mr. Stern and Robert Mc- 
Lean, president of the Bulletin 
Company, subsequently called at 
the Department of Justice, to dis- 
cuss anti-trust implications of the 
Bulletin’s purchase of the Record 
and Station WCAU. 

In his testimony, Mr. Stern said 
he had made a “grave mistake” 
in recognizing the American 
Newspaper Guild, but that at that 
time the guild was a craft union 
for writers. Subsequently, he was 
“shocked” to find the guild turned 
to an industrial union, including 
clerks, stenographers, telephone 
solicitors and so forth. 

He said Congress could best pro- 
tect the freedom of the press by 
providing that no editor or creator 
of opinion on any newspaper, 
magazine or radio station should 
be compelled to join any organiza- 
tion, whether trade union or any 
other. 

Earlier, union officials charged 
that Mr. Stern had used the strike 
as an excuse to dispose of his 
properties while they enjoyed a 
high market value. They alluded 


| 


to his contract for newsprint, 
which they said was a valuable 
asset. 

Guild officials contended that 
there had continually been a 
shadow over the negotiations. This 
“shadow,” it was charged, was a 
‘neurosis” on the part of Mr. 
Stern “that the entire world was 
plotting against him.” 

Mr. Stern countered that he was 
retiring from the publishing busi- 
ness at a heavy personal loss. He 
said that guild demands and sub- 
sequent claims by a dozen other 
AFL unions would have cost $1,- 
500,000. “This spelled bankruptcy 


|for my papers,” he said. 


PHILADELPHIA GETS 
‘SUNDAY BULLETIN’ 

PHILADELPHIA—The Sunday Bul- 
letin, this city’s new Sunday news- 
paper, made its bow Feb. 9 with 
an initial run estimated to have 
hit a high of 750,000 copies. It 
sold at 12 cents per copy. 

Publication of the new Sunday 
edition followed acquisition by the 
Philadelphia Bulletin of the sus- 
pended Philadelphia Record, the 
Courier and Post, Camden, N. J., 
and Station WCAU from J. David 
Stern (AA, Feb. 10). 

The initial Sunday Bulletin, 
totaling 88 pages, included news, 
sports and classified sections, as 
well as comics, two magazine sec- 
tions and a book review section. 


Camera Mags to Merge 
U. S. Camera Publishing Cor- 
poration, New York, will combine 
its new Travel & Camera with 
U. S. Camera, beginning with the 
March issue. The U. S. Camera 
price of 15 cents will remain un- 
changed despite an increased num- 
|ber of pages. A special section 
will emphasize the close relation- 


resulted in sending iron keys to) ship of travel and photography. 
prospective advertisers with tags | 


saying “The Key to your Market,”|R. LE, McMillan Joins 


and racoon tails with the plea 
“not to brush our tale aside.” 
| These last he characterized as the 
“Mongolian idiot fringe” of maga- 
zine, newspaper and radio pro- 
motion. 

Mr. Wever concluded on a more 
|optimistic note by declaring that, 
although only the “most 
tive and deceptive ways of finding 
out” exist, the trend is towards 


primi- | 


| Alley & Richards 


ftobert L. McMillan, formerly 
advertising manager of Thomas J. 
Lipton, Inc., Hoboken, has joined 
| the Boston office of Alley & Rich- 
ards as account executive and 
marketing-merchandising special- 
ist. 
Mr. McMillan was formerly with 
|Lever Brothers Company (on 
Spry, Swan and Lux), and before 
that an account executive with 


To continue its mounting sales} Rodgers & Brown, and will be| “maturity, sanity, and above all,|N Ww. Ayer & Son and Young & 
curve, said Mr. Hermann, Ameri-| handled by Mr. Levin. 


| fact.” 


| Rubicam. 
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ONE OF THE 12 BASIC 
HUMAN INTERESTS _ 


« The heroic story of four chaplains who gave 


their lives that others might live 


EN AND OFFICERS milled around 
M the slippery deck of the torpedoed 
transport. terrified and confused. Then 
the chaplains took over. 

They handed out life belts, took off 
their own that others might be saved. 
Finally, they knelt on the deck and 
prayed until the waves washed over them. 

This stirring epic of heroism and self- 
sacrifice thrilled millions of readers of 
the September 1, 1946 issue of The 
{merican HW eekly. But even more, in 
the life story of each of these men—a 
story never before told—this vast audi- 
ence of The American Weekly was priv- 
ileged to witness the everyday heroism 
these men had practiced throughout 
their lives. 

This story of men who lived as cour- 
ageously as they died, impressed and 
inspired Americans everywhere with the 
dignity and nobility of their fellowmen. 


A great institution 
built upon the 12 interests 


The universal interest in heroism that 
attracted so many people to the deeds 
of the four chaplains is only one of the 

basic human interests. Upon these 
interests, so deep-seated in all of us, 


one of the most successful magazine 
editorial policies has been built. 

It is a policy that cuts across all class 
lines. It appeals to everyone, regardless 
of income, regardless of education or 
social standards. It is the editorial policy 
of The American Weekly. 


The greatest drama... real life 


People everywhere are caught and held 
by the vital, real-life stories in this great 
magazine. Here are stories of man’s 
hopes, loves, sorrows . . . his advances in 
art, medicine, religion, literature. Here 
is life in every aspect—written so clearly 
that all ean read and understand. 

Yet, though the language is simple, 
the editorial contents of The American 
W eekly often hold great significance. As 
far back as 1932, for example— when 
jet propulsion was unfamiliar to the pub- 
lic vocabulary—The American Weekly 
pioneeringly reported this subject that 
was destined to be in the world’s con- 
sciousness ten years later. 


Weekly habit in 9,052,251 homes 


It is no wonder, then, that The American 
_¥ eekly reaches one out of every four 
American families every week. This great 


magazine provides effective coverage in 
more communities of every size than 
any other publication ever delivered in- 
to American homes. It is read by 46% 
of the more than 13,700,000 families 
that live in 760 key cities of over 10,000 
population. In these communities more 
than 50% of all retail business is done. 
The American Weekly carries the ad- 
vertiser’s message at a lower cost per 
thousand than any other leading weekly 
publication. 


Ly Cock-a-Doodle-Do 


A full-color page advertisement 

—=— in The American Weekly pro- 

duced so many orders for a large 

book publisher that he had to enlarge his 

staff to handle inquiries which poured in 

for months. Results from this advertise- 

ment showed The American Weekly pro- 

duces a large volume of sales in cities of 
all sizes throughout America. 


THE 


Typical articles in The American Weekly 
designed to satisfy the 
12 BASIC 
HUMAN INTERESTS 

ACHIEVEMENT: He Wasn't 

Meant tobe aBorber . . . . . . . Mar. 2,1947 
CULTURE: The Decadence of Modern Art.Mor. 9, 1947 
FAITH: Brother Bryan's 


Wonder-Working Prayers . . . . . Mar. 2,1947 
HEALTH: Revolutionary Treatment 

of the Common Cold .. . . . « Feb, 23, 1947 
HEROISM: Heroic Little Hearts . . . Feb. 16,1947 
MYSTERY: Barbora Walker's 

“Perfect Crime" . . . . «+ « Feb. 16, 1947 
RECREATION: Running Parson's 

Greatest Victory . . . - « Mar. 2, 1947 
ROMANCE: Mrs. America’s 

Happy Choice. . . . s+ «co FOR 06 a7 
SCIENCE: Penicillin For All. . . . . Dec. 22,1946 


SECURITY: Henry Kaiser's G.I. Houses . Feb. 9, 1947 


SELF-IMPROVEMENT: He Never 
Threw a Curve .. . o + « « Feb. 99,1047 


TRAGEDY: The Hound of Heaven . . Mor. 2, 1947 


MERICAN 


som 1 \\/EEKLY 


“The Nation’s Reading Habit” —A Hearst Publication 


959 EIGHTH AVENUE, 


NEW YORK 19, N.Y. 
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